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Broadcast Education's Dilemma: _Theory versus Practice

Radio: Historical Background

Radio in America was born in the early 1900s and was
still in its infancy when KDKA (Pittsburgh, Pennsylvania)
broadcast the Harding-Cox election results in 1920.1 The
commercial aspirations of many stations were gquite obvious
by 1925.2 Recognition of radio's potential to develop into
a major industry became apparent to both the print media .
and the general public by 1930:3 Radio's tremendous
econcmic growth durirg the depression solidified this
electronic medium's place as a powerful and persuasive

source of information; entertainment and advertising in
America:% Increased fiscal success in broadcasting
encouraged a movement of expansion as the number 6f radio
stations in the United States increased by more than nine
times in less than five yééf§;5 This great multiplication
6

created a need for new and capable broadcast employees.

Growth and Development of Broadcast Education

In 1929 only one institution offered a course in
radio and no college or university offered a degree in
broadcasting.’ Courses quickly began to develop in major

institutions and by 1539 there were 360 schools offering

_radio courses: One year later in 1940 nearly 525 colleges

and universities listed radio courses.® Generally, the
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_ was most frequentiy placed in the De,artment of Speech.9

Eight schools offered a bachéiOris-dégréé in broadcasting
in the 1930s, while only two offéred the master's and the
doctor s aégféé;lo The tréméﬁdOus grbwth of the radio
courses and then broadcasting degrees 1n coiieges and
unxversxtxes.11 In 1975 fMiore than 200 undergraduate

schools offered a bachelor's degree in broadcasti ing. At

degree and 27 schools granted doctorates in broadcaSting,iz
This great evolution of radio curricula and broadcasting
programs was not free from complication and confusion both
from within higher education itself and from without by

individuals in the commercial broadcast industry.

Broadcast Zducation: A-Practical or Liberal Philosophy:

. Generally, the issue is considered one of theory
versus practice and may be characterized as one where the
task of higher education is either +to develop basic
technical broadeasting skills in students %hrough guided,
practxeai experience or to teach students the theoretlcal
aspects of broadeasting by empha31z1ng a liberal arts-
general education and such areas as resear ch, aesthétic
appreciation, éthics, creativity and public service.

Praditionally, radio station ‘managers and owners have
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bgen and remain the strorgest proponents of the practical-
production orientation; while academicians--frequently
non-broadcast educators--were historically and continue to
be the most significant opponents to this curricular and
instructional approach: 3 Niven describes this theoretical-
orientation as a liberal philosophy (liberal arts emphasis)
and the professional Eféiﬁiﬁé;éfieﬁféfidﬁ as a practical
philosophy (professional training emphasis).!¥ 4 variety

of individuals have suggested that these two philoseophies

be merged into & single approach with which to teach
broadcasting: Still the theory versus practice dilemma
perserveres as the most controversial issue in broadcast
15

higher education.

Riley outlined the two most signifieant eriticisms of
radio instruction by commercial broadcasters in 1938 as
insufficient broadcasting equipment in classrooms and lack
of student training through practical experience in radio.>®
In 1944 Hunter suggested a redefinition of the broadcasting
' curriculum to meet both the demands of the educator‘and/\“
the professional broadeaster. This could be achieved only
through employment %f competent and experiéricéd instructors;
construction of commsrcially acceptable broadcast equipment
for classroom trainirg; and, the availability .of an actual
Béaaaéaéi-aufléf on which students could gain on-air

‘experience.l? The Federal Radio Education Committee



published "Standards for College Courses in Radio Broad=
casting” in 1945 and emphasized that only talented students
should be allowed to compléte college studies in broadcasting.
Courses in radio should not be offered until the sophomore

level; on-air experience should be required of all students,
and the broadcast major shonld be as déemanding as any other
academic discipline.l® | |

Members of the commercial radio industry continued
the criticism of broadcast higher education. Claims
included the lack of instructor broadcasting éxpériéﬁdé
and ineffective student training in and about professional
broaacaé%iﬁg;19 Aarnes addressed communication educators

in 1947 when he streéssed the importance of teaching skills -
_~ and emphasized the inappropriateness of the term “"vocational"

as applied by many academicians.20 Haakenson questioned

the amount of influence that industry practices should

have on teaching of broadcasting in 1958.21 The 1950s were,

primarily; a time of consolidation for radio in higher

education. It was during this period that television

entered college and university broadcasting programs as

a major force and encountered the same dilemma as radio.Z2

in 1962 Willis advocated a general, liberal arts

educatfdn selected from many subject matter areas for the
broadcasting student, while Robbins proposed specific
curricular training of the student to meét the needs of
the radio industry.23 Kucera attempted to define the

term "profwssional" as it applied to broadcasting in

y g -
1¢
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1963 Hé'suggéstéd that educztors must do more than.
prepare students to work at radio stations emphasizing
the significance of the sccial function of broadcasting.2’ -
Commercial broadcasters contiﬁuééﬁto call for a strong J
emphasis on experience and for thé\Weeding—out of non-
.dedicated students by broadcast edﬂ;ca“’cors;25

In 1970 Wiison echoed 1ndustry cries for inclusion
of an experientia;, productlon—orlented approach in the

broadcasting eurriculum.zé A movement away from thxs

science orientation of broadcast education was advised by
Meeske and Sheiby.27 Avery noted in 1975 that the trend

in broadcast edueation wag toward a strong theoretlcai
emphasis for both career and non-career students, while -
Blum cailed for the use of professlonal broadcasters as
resource instructors.28 Olson and Dudek endorsed a liberal
arts approach to broadcasting instruction in 1976 and; with
{immer, urged the de-emphasis of théipérfafaéﬁéé-ékiiié
orlentatxon.29 Freeman endorsed the 1mpor tannce of
emphasrzing social respon51b111+y in the radlo/televxsron

?
é"ffibuiumg while in 1978 Oliver and Haynes ascertained

that practical aspects (i.e., production, sales and business)
be étfessea\iﬁ broadcast education;39 Taylor discovered
that éamméféiai broadcasters aesirea‘; sEfaﬁg business

orientation (iaé;, marketing, advertising and management)

PO e 31

in the radio-television program.
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Béééming 1ncreas1ng1y predomlnant. Trese departments
draw from a ﬁistbfiéai Baékgrsuﬁa Baséd; primafiiy; i

. The theory versus practice dilemma between the .
'féaié/%éiéﬁiéibﬁ industry demands and the educaticnal.
philosophies of many academicians persists as broadcast
"education moves iﬁfé the igééé; Tt is Eécbmiﬁg'maré ana

specific broadcast competencxes and 1ntegrate these career

needs with a broader theoreticai base.

Review of Significant Literature
for this Study

Five major studies conducted between 1958 and 1976
provide a background for the dimensions of this research
effort: These studies are concerned with radio station
management preparation, broadcaster's training and industry
employment success, vocational needs, and station manager's

perceptions of prospective, college educated radioc employees.

e |
Ly
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Linton and Hyden surveyed managers of 268 radio
stations in Kansas, Oklahoma, Miééb?fii Nebraska and
Colorado in 1958 to éé%gﬁﬁiﬁé EVéfagé salaries,; areas of
employment- in greatest demand; and management priorities
for broadcast training. Only 47 radio stations (19%)
responded to inquiries about employee salaries. Eﬁginééring
salaries ranged from $512:00 to $230.00 per week; announcer
salaries extended from $488:00 to $266:00 weekly; and,
saies salaries were distributed from $800.00 to $300.00
per week: Sixty-one of the respondents, (23%) replied to
~a question about the areas of greatest shortage for competent
and available personnel by identifying sales; announcing
and technical engineering positions: Station managers
(51 or 19%) identified important areas of preparation for
radio employees as.small station broadcast experience, a
liberal ‘arts college education; and commercial radic practice
;during Cblléééijj . |

In 1974 Abel and Jacobs conducted a national survey
of 1,168 radio station managers to determine employee

starting salaries, manager demographic information, station
format, and preparation for broadcasting careers. Question-'

naires were returned. by 569 maﬁéééfs for a résppnéé,&até of
55%. MoSt annoUncers and news persons earned between

$111.00 and $150:00 per week, while major markets pay

more. Most college graduates do not understand the coimmercial
radio industry. News people are assisted ifi broadcasting

by a college journalism @éékgféuﬁd. while sales people




s L
benefit from a college education in business and marketing.
Managers believe that annouricers need professionai-commercial
radio experience; Y | |
Taylor surveyed 272 radio station managers in 1974
and 83 (31%) responded: The purpose was to: assess the
quality of a broadcast graduate's training with that
graduate’s actual performance in the field as perceived
by the employer. More than half of the responding managers
feel that a college education is pafticuiériy helpful in
-obtaining a job in radio, although over 75% of the 7
respondents give more ebphasis to proféssionai broadoast
experience in interviews with prospective employees: Managers
believe that college training should concentrate on an arts
approach emphasiziing prodﬁction; performance éﬁd_@iééﬁéﬁﬁiﬁg
(35% of respondents).or a business approach emphasizing
marketing, advertising, and business management (51%).
Practical experience is considered more important than &
college degree and it is often better that a college degree
not be in broédcastiné;35
Wible surveyed Indiana broadcdsters in 1975 to determine
what broadcast managers and employées think about radio and
television academic ppogfa?s in higher édﬁcéﬁiéﬁ; 0of the
320 respondents; 63 were radio station managers: Sixty-two:
percent of these station managers (39) have been empluyed
in radic for more than 15 years: Most managers (30 or 48%)
became administrators prior to age 30, while 43% of them (27)

-
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9
became managers between 31 and 40 years of age. The
majority of managers (48 or 76%) attended college; but
only 15 of them (24%) majored in radio, television or
speech. Most respondents had experience in both sales
and announcing, prior to becoming a manager: The greatest
number of radio stations in Wible's survey (41 or 65%)
maintain between 10 and 26 employees on staff{'whiie
18 stetions (29%) had fewer ﬁhén 10 persons on staff.

Station managers ranked in order of importance desirable
characteristics fop radio staff persons. which 1nclude- (i)
experlence« and, (5) education. Respondeﬁ%s then 1dent1f1ed
and rated desirable characterlstlcs of thelr own college
'educated; radio personnel;. In order of prlorlty, these .
include: (i)‘responsibiii%y; (2) knowledge of productlon
technigues; (3) general knowiedge “of news; (%) talent; (5).
general knowledge of Federal écmmggications Rules; (6)
initiative; and, (7) general knowledge of sales. Wible's
study provides a framework for déveiopiné a cooperative
effort between broadcasters and educators for more effective
radio and television curricuiuh andPinstructioh.Bé

In 1976 Oliver and Haynes conducted a nationwide survey
of 504 broadcast station Méhégefsrin the Uh@%éd,SEé&és_WiEﬁ
292 respondents (58%). Tﬁe_sfﬁdiiindiCéﬁéd Bfﬁédé;;f manage -
ments' lack of séfisfééfieﬁ with radio and television '
education: Three particular areas of dissatisfaction were

established and include: (1) commercial orientation; (2)

"1



10
industry invclvement; and; (3) production’skills. Managers
senerally noted that educators did not orient students to-
function adequately in a commercial broadcast situation and
that closer ties between the educators and broadcasters could
serve to achieve that objective. A greater emphasis on -~
;"pfbauétion skills, sales and business aspects of radio and

television was advocated by étation managér§.37

Problem and Purpose

The: purpose of this study of majbr; medium, and small
market radio stations is to6r . (1) establish specific
vocational needs; (2) determine and prioritize entry-level

' broadcast skills; and,, (3) identify characteristics of
success for long-term industry émpioyees;38 Vocational
neeis, entry-level skills, and success characteristics
are identified as perceived by midwest commercial radio
station mariagers in Illinois, Indiana, Iowa, Missouri, and
Wisconsin.39 In addition background information on the
responding statioﬁﬁﬁanagéﬁg and their radio stations,
employer hiring considerations, and advice for individuals
desiring success in radio are summarized. The data provide
relevant criteria for the é&aiuation of broadcast hiéﬁéf
education pfdgramé and serve as a placement instrument

. for individuals seeking employment in the radio industry.

The data are analyzed, summarized, and conclusions drawn

17
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as implications for broadcast higher education.

Research Questions L : : : l

The primary research question is: what do entry-level
skills, long-term success characteristics, and vocational

needs identified as perceived by major, medium, and small

market midwest radio station managers imply for broadcast
highér education? Additional secondary.research guestions
for this study include:

1. What do managers of maaor, medium, and small
market radio stations in the midwest consider
to be entry-level Skills for news, announclng,
.and sales émployees? What are the station .
‘managers’ priority rankings of these skills?

2. 'What do managers of ma;or, medium, and small
market radio stations in the midwest identify
as characteristics of success for long-term.
news, amouncing, and sales employees? What
are the station managers' priority rankings
of these characteristics?

3. What are the specific vocational needs of
midwest commercial radioc stations in major,
medium, and small markets?

-

Methodology
A quantitative method and a descriptive-statistical

approach serve as the primary basis of this survey research.

y 5

"ﬁﬁéta aréréummarizéd; analyzed and iﬁ%é?bfé%éd,(Séé Appendix

"Ay p. 87, question numbers 1 through 24.).%0 A qualitative

/
/

/
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method and a phenoménél6§iéé11§—6§iéﬁ%é&;éppfééeh with a
three-step procedure of description, definition (reduction),
and interprétatibn is employed for the open-ended question

on advxce from responding managers for someone iﬁtefeéted

in sueeeedlng in radio today (See Appendlx A, . questlon

numberv25, on p. 92.).41

Procedure

Search for Relevant Literature. An extensive review

of 1iterature revealed adequate resources with which %o
trace the historical development of the 3ﬁé6§§-§iééfiée
diiemma be tween broadcast manzagers and educators and .
piaguing eollege and university radio/television instruction
since thé 1930s. The literature proved the_xmportanee of
this study as an up-to-date and comprehensive effort to
ascertain significant radio employment needs and prioritize
skills and characteristics of broadcasters:

- The review proceeded sequenticlly;, beginning with a
computer search of the Educational Resources Information
Center system (ERIC) which revealed a substantial number

of sources. These documents were referred to either

Resources in Education or the Current Index to Journals

in Educétion for compiété éiEéEiaﬁé and asgfraets.“B

modifications, verified the first effort and identified
addltlonal materlals.gg

Sécond, a series of communication indices and broadcast .

v

Foa |
| dp



13
bibliographies were consulted for any dissertations,
theses, of Journal articles relevant to this study. Many
titieé were realized. 45 Third; bibliographiéé and
1iterature search feveaied.addltionai applicable
title'e;a,r'rF6

.« — — — o

Abstracts was conducted and pfbVi&éd citations referenced

to Dissertation Abstracts with complete annotations.

Additional computer searches of this system, one conducted

directly “through the Dissertation Query Service (DATRIX II)

of Hﬁivéféity Miéfafiims Inteérnational, revealed some
,,,,,,,,,,,, Lo -

Fifth; an examination of Eaucation Index divulged

no pertinent artieles.t;8 Flnaliy, an 1nspectlon of the
Central €ard and Spe01al Coliections catalogs at Morris
Library (Southern I1linois University at Carbondale) and
of the Central Card catalog at Booth lerary (Eastern
Iliinels Univer51ty at Charléston) dlSCIOb°d no

dissertations, theses; résearch réports, books, or other

relevant litérature.¥S

Subjects. This survey solicited station and general
managers ' perceptione of entry-level skills, vocational
needs and success characteristics for radioc persor.
in the midwest. jﬁather than empieying_ajrandoﬁli-; 2cted

sample, this research effort surveyed an entire five-scate

-

)
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area including Illinois, Indiana, Iowa, Missouri, and

Wisconsin. This five state area was defined as the midwest
for the purposés of this survey.’

By consulting the 1980 Broadcasting Yearbook all-

commercial radic stations in the five states were
identifisd.50 AM and FM stations, regardiess of separate
programming; were counted as only one station if owned
and operated by the same parent company and employing

the same manager. All non-commercial--public and

educational--facilities were eliminated from consideration;

~

‘only commercially-licensed radio stations were surveyed.

Managers of 697 radio stations became the population for

51

this midwest radio survey (See Table I on the next page:):

publications, the 697 radio stations in the five-state

survey population were divided into small, medium; and

major (large) markets by city of license and, primarily,
based upon area population constituting potential audience
(See Appendix D, p.95, for a listing of the medium and major
marke ts surveyed and an explanation of .the small market
population.).52 There were 103 major market radio stations
in 5 cities and four states surveyed, while 91 medium market
facilities in 23 cities from all 5 statés were polled. The
other 503 stations répréSéﬁtédlsméii,mérEé; radio from all

5 states and many cities (See Table’I on the next page.).

The overall response rate for this survey was .54% with

375 replies from a survey population of 697 radioc station

¥ o -
<
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maﬁagérs.‘-ihe'eméii markets had the highest response rate
(58%), while the major (large) markets had the lowest (42%).
Small market responses by individual statés ranged from a
high of 66% for Illinois and Wisconsin to a low of 49%
for Indiana (See Table I below:): |
TABLE I ; o .

MIDWEST RADIO SURVEY POPULATION AND RESPOthS

Sarvey Area Atﬁggniathn,Reggondents~ Response Rate

Total Markes 697 375 54%
Major Markets 103 43 L2z
Medius Markets 91 42 L%
Small Markets 503 290 58% )
Illinois 122 8o 66%
Indiana 95 47 L%
Towa ... 84 4L : 52%
Missouri 104 sh 2%
__Wisconsin 98 65 6%

mﬁéeﬁﬁééfiaﬁﬁeife; Féilowihg an extensive review of

questionnaire was~formu1atéd.53 This instrument was
administered to 3 radio statlon managers in Illinois and
'rev1ewed farther by broadﬁast educators.Su Refinements
were consolidated and implemented based on station manager
responses and educator criticism with the resulting midwest
radio survey questionnaire (See Appendix A, .87, to review
this instrument.). This instrument was mailed to the
survey popuiatibn in February of 1981, accompanied by an
1ntroductory and orientation letter and a stamped and
addressed return envelope (See’ Appendlx B, p.93, for a

copy of this first letter.).
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The letter explained the purpose of this research
study as both to ldentify current vocational opportunities
for students and to establish industry priorities for
‘broadcast higher education; assist other colleges and
‘universities in adjusting their broadcasting programs to
hetter reflect the needs of the broadcast industry (See
Appendix B; p.93:): Complete anonymity was guaranteed as
it was promised that identities of respondents would not
be made public: The importance of only iﬁé station manager
completing the questionnaire was stressei, since 1t was
imperative that the information all come from A management
perspactive. | k
addressed return envelope, and another iﬁffd&ﬁéféfﬁ and
orientation letter was mailed in April of ?98i to non-
respondents (See Appendix C, p:9% for a copy of this
second letter:). This letter stressed the practicality
of this research for broadcasters, reiterat%d the survey's
purpose; restated the guarantee of féépaﬁaéﬁt confidentiality
and explained that envelope coding would be used only for
survey Fecords: - i

\

organization of the Study |

This report.will be divided into seven m~jor areas
‘including this introductory section dealing with a review

of pertinent literature, statement of the problem and purpose;
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‘and method: Second; third and fourth; survey results are

presented, discussed and summarized from small, medium, and
major market radio station respondents: Fifth, jheéé results
are analyzed and .interpreted through comparison of data from
the three different radio markets. Sixth, results from the
total survey (all markets combined) are presented, discussed
and summarized. Finéli&;”ﬁéﬁélﬁéibﬁé are drawn as implications
for student placement in radio and for the curriculum and
instruction of broadcast higher education.

o
%

Small Market Managers Report and Rank
Radio Skills, Charactéristics, and Needs

e

Background Information

Most managers (171 or 59%) have been involved in full-
time radioc station ehpioyment for more than 15 years. Many
of the respondents (160 or 55%) became station managers
between 25 and 34 years of age; 38 managers (13%) before
age 25; 17% (49 managers) between 35 and 39 years of age;
and, 43 'managers (15%) beyond 39 yeérs of age. The greatest
number of ﬁanagers (iéé_or 58%) have held the administrative

_post for less than 9 years, while 120 of thenm (42%) have
been managers for more than 9 years. Prior to becoming

a stationﬁor general manager, the respondents' primary

area of radio experience was sales (102 or 35%). However,
94 managers (32%) had radio experience in sales combined
with some other area or areas. Most station managers (227

{
{

\ 3 _ 2“.
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or 78%) attended a college or university and 145 of them
(50%) have at least a four-year degrée. Most managers
agreed (188 or 65%) that their college education had
benefited their radio career.

25 people (33 stations or 11%) with the largest number of
stations (2473 of 84%) employing between 5 and 24 individuals
(See Appendix E, p.96, for detailed responses.).

Entry-level Skills

Small market respondents ranked in order of §fi6fit§A
entry-ievel radio skills for news, announcing, and sales
personnel. On-air delivery ranks most significant for
announcers, newswriting most essential for news persons;
and marke ting technique as most important for sales fe¢ople.
on-air delivery; news gathering, interviewing techhique;
and typing proficiency of 25 words per minute are considered
important skills for news people; the ability to operate:
broadeast equipment, production tééﬁﬁiqué{ and understanding
of Federal Communications Commission Rules and Regulations

technique are deemed necessary for sales persons (See Tzble

II on the next page.).

Characteristics for Long-term Success

o

Responding managers ranked in order of iimportance
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TABIE II
SMALL MARKET RADIO STATION ENTRY-iEVEi SKILLS—

PrIorI%y “News PgrsonneI Mean
Ranki Entry-ievel Skiils Value
1 Newswriting _ 2.41
2 On-air Delivery 2.42
3 News Gathering 2;7&
L Interviewing Technique 4,71
5 25 w.p.m. Typing €.03
o Profieciency __ . .
-6 Abitity to Operate. 6.06
- Broadcast Equipment :
7 . Production Technigue 6.32
8 Understanding FCC ?7.05
. Rules and Regulations
9 Awareness of _ 7.82
- Competitive . Mediz
10 Knowledge of Ratings 474—215 .
Priority Angggnc;ng,Personnel Mean _
Ranking Entry-tevel Skiils Value
1 - On-air Delivery _ . 1.20
2 . Ability to Operate. 2.83
- Broadcast Equipment .-
3 Production Technique 3.28
4 Understanding of FCC 4,70
) Rules and Regulations o
5 Copywriting 5.62
6 Awareness of . __ 6.3
- Compatitive Media - N
? Broadcast Engineering 6.68
] 25 w.p.m. Typzng 6.94
N Proficiency.
K] Knowledge of R gg z.uz
) —
Pfiority ~Sales Persormel Mean
Damind encm Pemdeanes_ T avead Stad 1o LT B
1 Marketing Technique 2.24
2 Awareness of 2.95
. Competitive Media L
3 Copywriting _ 3:55
4 Production. Tachniq ue . 5.2_
5 Understanding of FCC/FTC 5.27
- Rules and Regulations -
6 25 w,p.m. Typing 5,68
} Proficiency. o
? On-agir Delivery . 6:70
8 Ability to. Opérats
Broadcast Equip@#ent 6 82

aOrdznal multi-prioritized rankings have been converted

to ordinal, sxngle prioritized rankings_ through the descript-

ive statistical process of meaning. See Charles H. Backstrom

and Gerald Hursh- Cesar; Survey Research; 2nd ed. (New York:
John Wiley and Sons; 198I), pp- 341-332- and,; Raymond K. :
Tucker, Richard L. Weaver; and Cynthia Béifyﬁéﬁ-FInk,
Research in Speech Communication (En lewood Cliffs; New
Jersey: Prentice-Hall; 1981), pp., 181-182. A4l11 categories

of "other" responses have been ellmlnated from tablés. See

c
m
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Appendix E, p.103,for specific 1istings of managers' "other"
responses.
the radio industry characterisfics of success or long=term
employment for news, announcing and sales Personnel . /
Responsibility/depenidability and initiative/dedication
ranked as most essential for all radio personnel. News=
writing ability is particularly important for news persons;
quality of on-air delivery is fundamental for announcerss;
and, aggressiveness is very significant for sales peéople
(Seee Table III on the next page.).

Announcers employed for a long period of time display.’
a quality production technique, effective operation of
broadcast equipment and a willingness to accept constructive
criticiém; Aggre§§ivené§s; quality bf on-air delivery, depth
of news éathering and comminity involvement are character-

: iéticé of significant importance for news people. Successful
sales persons use creative marketing strategies, are
knowledgeable of current marketing techniques and are -
involved in the community (See Appendix E, p. 101 for a

comprehensive ranking of small market, ioﬁg='érm success
characteristics.). -

t

Vocational Needs

Station managers ranked positions in their radio stations
they find most difficult to £ill (from most to least difficuit)?
(See Table IV on p. 22;)‘énd %hoge which most frequently
(from most to least frequently) must be filled (Seé Table

V on p. 22.). Sales and engineering vocations are the eost

27
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TAﬁI;E TIT

LONG-TERM SUCCE SS CHARACTE RISTICSa_

__

P‘lorzfy —_ News Personnel Mean

Ranking WASueeassf haracteristics value
‘ 1 Responsibility and Dependability 2.77
2 - ITnittiztive and Dedication 3.66
g Newswriting aAbility - 4.66
: Quality of On-air Delivery L.88
5 ; Aggressiveness 5.20
6 Depth of News Gathering . 5.50
? Community Involvement 5.82
8 Willingness to Accept._ 6.3
’ - Constructive Criticism _ .
9 Interviewing Techriique.- Quality 7.28
; ‘20
. §r¢ority ~_ Announcing Personnel _ Mean
Raniciy Iue

Guality cf On-air Delivery

_ /‘ ]: 341 VE 2'59
— o2 Responsibility and Dependability 3.3%
‘ E Initiative and Dedication 3.86
Quality of Production Technique 5.21
~ 5. Ebility to_Operate Broadcast 5.27
- juipment Zffectively o
6 W%llinéniéé to Accept 5.88
& Constructive Criticism S
7 Community Involvement 6.49
8 Aggrassiveness _ 7.19
9 Undarstanding of. Fce 7.80
Rules and Regulafions — o
—10— yeering Kn 8.90 .
Prfbrity _ . . Sales rersonnel _______  Mean_
ong-term Sucgess Characteristics Value
- 1 Responsibility and. Dependability 3.16
2 - Initiative and Dedication 3.27
E Aggressiveness J. 36
Creativity of Marketing 3.88
_ Strategies and Techniques o
5 . Knowledge of Current 4.73 .
- - " Marketing Techniques s T
6 - Community Involvement 5.53
.7 --m:z.-Depth of-Awareness of 6.39.
_ Competitive Media = B
8 Copywriting Abiiity _ 6.60
9 Willingness to Accept 6.86
- Constructive Criticism_ T
: . 10 Understand;gg,FCC & PFTC - 9.04
@ ———Rules &Hd—ﬁﬁ
[

W”,”Waéee Appendix E;. p. 106vfor spe01ftc ltst1ngs of
managers’ "other" responses which are not included in th:s
table: ’

¢+ difficult to fill and announcing and sales positions must

bé'fiiiéd most often. Clerical:vocations are the ‘least
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difficult to fill and engineering positions are most stable

(See Appendix E, p. 102 for a complete listing:):

| TABLE V-
© SMALL MARKET RADIO . SMALL MARKET RADIO
POSIPIGNS ' _POSITIONS

MO ST BfFFIGHﬁT T0 Ffﬁﬁa MOST FREQUENTLY FILLEDf
Prj.ority Radio sta.tion 1;9;;17 _ Priority ad oist:t;oiniinn;;:
Ranking Vocation Value - ° Ranking Vocation Value
1 Sales 1.8 y 1. 59
2 Engggeeriﬁg 2.20 % gg?i:nCins é;gg
3 News 2.71 3 News 2.95
4 Announcing 3.28 4 Clerical . _  3.52
5 Clerical 4.66 5 Engineering 4.38

aSee Appendix E, p.109 for specific listings of

managers' "other” responses which are not included in ;

these tables.

Summaries of average Wéékiy salaries for engineering,
news,; announcing and sales personnel prov1de current
1nformat10n on wage condltlons 1n mldwest, small market
radlo statlons (See Appendlx E, P 97. for complete salary
summarles of mldwest small market statlons ). Most engineers
(at 133 stations or 45%) earn between $201:00 and $350. 00

per week. Some engxneers (at 93 statxons or 32%) earn iess

\ —— e e e e e pemnesint e \

than $200 00 weekly and many engineers (at 22 stations or
8%) earn more than $350.00 per week. Most announcers (at
234 stations or 81%) and most news people (at 214 stations
or 73%) earn between $151.00 and $274.00 weekly. Only §%
of news people (at 25 stations) and 8% of announcers (at
23 stations) earn less than $15i;00 per week, whole 12% -
of news employees (at 33 stations) and 5% of announcers
(at 15 stations) earn more than $274.00 a week. h

~

~
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Sixty=four percent of the stations surveyed (18%)
provide sales personnel with a draw or guaranteed weekly
base of earnings of less than $275.00, and éﬁ% of the midweeé
small markét radio sales force (184 stations) have a monthly
commisSsion averaging more than_$§bi.bb per individuai sales

Employment Hiring Considerations

Most station managers (157 or 54%) give serious
consideration to a college degree when hlrlng radio statlon

pérsonnel. However, many radio employers (148 or 51%) glve

* no more considerationTto a gob appllcant who holds a

broadcasting degree than to an individual with any other

type of college degree. Many station managers (164 or 57%)
glve more con51deratlon to professlonal broadcast experlence
than a collége degree, but some (95 managers or 33%) consider
both broadcasting experience and aadegr** *quaiiy when hiring

employees (See Appendlx E, D. 98, for details. ) -

Advice for individuais Desiring Success in Radio

Small market station managers responded .to an open-
ended question with advice for individuals 1nterested in
succeeding in radic today (See Apvendix E, p.99, for a
comprehensive summary of responses.). Major themes from

the managers' advice are summarized in Table VI on p. 2k,
Summary
Most small market radio station managers (171 or 59%)

i A

GD

v,
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TABLE VI

SMALL MARKET RADIO STATION MANAGERS CRITERIA
FOR BROADCASTING SUCCESS;

_ Mggagers Advice for Success in Radio =

Get a lLiberal arts college degree with a
conceritration in marketing: business; and
broadcasting., _

Gain commercial radioc experience whlie tn
college.

Learn in a small rauilo Station and work toward

a larger radio station.

Set career goals and develap a plan to achieve
then.

Gain some Enderstanding of many aspects of radio.

~Accept constructive criticism; be willing to
learn more and cooperate wrth co-workers.

..

23ee Appendix E, p.97, for a comprehen51ve listing

of all small market radlo :tatlon managers' advice for
success in radio.

have been employed for more than 15 years in the radio
1ndustr3 and were involved in broadcast sales (102 or 35%)
prior to assuming an adrinistrative position. Seventy-
eight percent of the respondents (227) attended college}

50% of them (145 manage“s) have at least a four-year degree;
and, 65% of the MAnNagers (188) agreed that their college

‘;education beneflted the1r radlo career.ﬂw

The greatest number of smail market, mldwest radio
stations surveyed (243 or 84%) employ a staff numbering
between 5 and 24 individuals. _

Responsibility/dependability and initiative/dedication
are esscntial characteristics for all radio personnel.

News writing ability is important for news persons; guality.
of on-air deiivery ig fundamental for announcers; and,
agéfeesiveneséﬂié of particular significance for sales

people.
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Sales and engineering vocations are the most difficuit

to fill and announcing and sales positions must be filled

most of ten. Clerlcal vocatlons are the least difficult to
fill and engineering positions are most stable;

Most engineers (at 133 stations or 45%) earn between
$201.00 and $350.:00 per week, while most announcers (at
234 stations or 84%) and news persons (at 214 stations or
73%) earh between $151.00 and $274.00 weekly. Many sales
personnel (at 185 stations or 64%) draw or are guaranteed .
weekly base earnings of less than $275.00 and 64% of the
midwest, small market sales force (184 stations) have a
monthly commission income averaging more than $501.00
per individual sales person. . '

"Station managers (157 or 54%)'g1ve serious consideration
to job applicants with a college degree; but many radio
employers (148 or 51%) give no more consideration to

those individuais with a broadcasting degree, than to those

managers or 57%) give more consideration to professional

broadcasting experience than to a college broadcasting
degree when hiring radio personnel.

An individuéi desiring to succeed in radio should:

get a 11beral arts college degree with a

concentration in buslness (marketing) and

broadcastlng and galn commercial radio

experience while in college: Set career

goals and develop a plan to achieve them

by learning about many aspects of radio in

a small station. Accept constructive

criticism, be willing to learn more,. and
cooperate with co—workers.

1y 32



26

Radio Skiiis#Characteristies. and Needs

Backeround Information -

age; 17 managers (40%) between 25 and 34 years of age;
10% (4 managers) before age 25; and, only 1 manager (2%)
after age 45. The greatest number of station managers
(32 or 75%) have held the administrative post less than
9 years, while oniy 10 of them (24%) have been managers
for more than O years: Prior to becoming a station or
general manager, the respondents' primary area of radio
experience was sales (23 managers or 55%). Most station

- managers (37 or 88%) attended a college or university and

21 of them (49%) hold a bachelor's degree or higher: The =~~~

majority of managers agreed (29 or 60%) that their college

edueatibﬁ had béﬁéfitéd théir raéib career.
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Entry-1evel Skills

Medium market respondents ranked in order of priority

entry-level radio skills for news, announcing and sales
pérsonnel. On-air delivery ranks most important for
srmouncers; newswriting is considered essential for news

' persons; and marketing technique is most important for
sales people. On-air delivery, news gathering and
interviewing technique are considered significantly
important skills for news personnel; ability to operate
of Federal Communications Commission Rules and Regulations
are recognized as essential skills for announcers; snd,
awareness of competitive media, copywriting and production
technique are deemed necessary for sales persons (See
Table VII on p. 28.). Knowledge of ratings for news persons,
broadcast engineering for announcers,; and on-air delivery
for sales people are the skills considered least important

_(See_Appendix Fi: p.169,for-complete prioritized rankings ..
of medium market, entry-level skills.).

Responding managers ranked; -in order of importance,

the radio industry characteristics of success or long-
term employment for news; announcing and sales personnel.

Responsibility/dependability and initiative/dedication
ranked highly in all three areas. Newswriting ability is

important for news persons; quality of on-air delivery

UL

Lo
Wi,
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TABLE VII :

MEDIUM MARKET RADIO STATION ENTRY- LEVEE SKILLS*

P;;gr;yy — WS - Persommer ] Mean_
Ranking - n =level Skills Value
t Newswriting . .2.13
2 On-air Delivery 2.27
3 News Gathering 2.9t
L Interviewing Technique &.5-
5 Ability to Operate 5.97
. Broadcast Equipmeat. o
6 Production Technique 5.67
7 25 w.p.m, Typing 6.00
~ Proficiency - S
8 Awarenegs of 7.45
_ Competitive Media o
9 Understanding of FCC_ 7.47
Rules and Regulations
77194—4444~Knowledge of Ratings 2.02

Priority Announcing Personnel  Mean
Rankin __- Entry-level Skills ——Value

1 On-air Delivery 1.05
2 Ability to Operate 2.94
_ Broadcast Equipment o
3 Production. Technique 2.03
lie Undsrstanding of FCC._ .94 B
B Rules and Regulations _ . -
5 Copywr.ting 5:56
6 Awareness of 5.91
_ Competitive Media B
e Knnowledge of Ratings 6.35
8 25 w.p.m. Typing 7.35
Proficiency . o
9 —Breadeay rigerin 6
Priority Saies‘PersonneI Mean
nking y-level ! Skiils Value
. 1 Marke ting Technique’ 1.77
2 Awareness of 2.79
_ Competitive Media N
3 Copywriting k:2s
L Production Technigue 5.13
5 Uanderstanding of FCC/FTC 5.57
- Rules and Reguiations L
6 25 w.p.m, Typing 6.30
) Proficiency S
7 " Ability to Operate 6.60
Broadcast Equipment - -
8 On-air Delivery —— - -7.48

____See Appendix F; p. 172, for specific listings of
managers' “other" responses which are not included in
this table:

is essential for both announcérs and néws persons; and,
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aggressiveness is of particular significance for sales

peoplée (Seé Table VIII bélow;).

TABLE VIII
" MEDIUM MARKET RADIO STATION
LONG-TERM SUCCESS CHARACTERISTICS,

Priority ____ News Persormel — — Wean
ankin L Succes

1 Responsibility and Dependability 3.12
2 Quality. of On-riir Delivery 4.51
3 Newswriting Ability ; 4.79

: Initiative and Dedication 5.03
2 Aggressiveness 5.90
6 Community Involvement 6.06
? Depth of News Gathering 6.67
8 Willingness to Accept 6.97
- Congtructive Criticism : ;
9 Interviewing Technique Quaiity 7:00
i Depth_of Awareness of = .

— Competitive Media 7 ) 8.06

Priority - _Announcing Personnel _____ Mean.
Ranking 0 #9ss Characteristics Valu
1 Quality of On-air Delivery 1.94
2 Responsibility and Dependability =2.83
3 Initiative and Dedication 4,36
I Community Involvement ) 5.08
5 Quality of Production Technique 5.70
5 Ability to Operate Broadcast 5.73
Equipment Effectively _
7 Willingness_ to Accept 6.24
_ Constructive Criticism -
8 Aggressiveniess. - - 6.67
.9 Copywriting Ability 9.4k
10 Depth of Awareness of 10.00
—————_—Competitive Media
Priority _ - Sales Personnel —_ Mean
Rankin ,0n Success Characteristics— e
1 Aggressiveness === . 2.76
2 Initiative and Desdication - = . 3.07
3 Responsibility- and Dependability 3.39
4 Creativity of Mark8ting .16
Strategies and Techniques _
: 5 Community Involvement 5.11
* 6 Knowledge of Current 5.28
. Marketing Techniques o
? ‘Willingness to Accept . 6.55
- Constructive Criticism o
8 Depth of Awareness of 7:50
. Competitive Media _ - -
9 Copywriting Ability - 7.96

rigue - 10.27-

(o]

3 Quality of Production T

3See Appendix F, p.175: for specific listings of
managers' "other" responses which are not included in
this table. .
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Long-term employed announcers display a quality

production technique; community involvement; and the
Aggressiveness; community involvement and depth of news
gathering are significant characteristics for news people:
Successful sales persons use creative and current marke ting
Eééﬁﬁiqaéé; and are involved in the community. A willing-
ness to accept constructive criticism is important for
succqss in all three areas (See appendix F, §;17e;f§i
a comprehensive ranking of medium market, long-term
success characteristics.):

Vocational Needs .

i

stations they find most difficult to £ili (from most to
least difficult) (See Table IX on p. 31.) and those which
most frequently must be filled (from most to least
frequently) (See Table X on p. 3l.).. Sales and engineering

vocations are the most dirficult to fill and announcing

and sales positions must be filled most often. News ‘

positions are the least difficult to fill and the engineering

vocation is most stable (See Appendix F, p.171,for a

complete listing:).

Summaries of average weekly salaries for éﬁgiﬁééiiﬁé,
news, announcing, and sales personnel provide current
information of wage conditions in midwest, medium market
radio stations (See Appendix F, p:166,for complete salary -

gt 37,

[N
iy



TAiaiE IX
MEDIUM MAEKEE RADIO
POSITIONS

TABLE X
- MEDIUM MARKET RADIO

: - - POSITIONS
MOST BIFFICULT TO FILLQ_ MOST FREQUENTLY FILLEDa

Priority Rad 3 TIority
Ranking Voéhfion value Ranking %ea%iepﬁ— Yalue
% Ex;fmeering ;;; ;é 5 ; gx;xlxgxmctng é gg
es 23 e :
3 Announcing 3.00 , 2 g;sgical 3.38
4 cleriical .71 p E‘ ?.n . 9
2 Ne:s . __ - ?2.33 z ngineering

‘x

aSee Appendlx F, p.178,for specific tistings of

managers' "other“ responses which are not included in
these tables.

summaries of midwest me dium market stations:). Most
éngineers (at 21 statlons or 507) earn between $201.00 and
$350.00 per wgék.ﬁ Some engineers (at 5 statlons‘or 12%)
earn less than $200 00 weekly and many engineers (at 9
stations or 21%) earn more than $356.60 per week: Most
announcers (at 37 stations or é9%) and news persons (at

33 stations or 78%) earn between $151.00 and $350.00 per
week, while only 4% (2 stations) of news people and 7% -

\3 stations) of announcers earn more. and none of them earn

less. !
Fifty-seven percent of the stations (24) provide
sales personnel with a draw or guaranteed wweekly base .-
_earnings of less than $275.00, and 60% of the midwest,
medium market f’aa‘;io sales force (25 stations) have &
monthly commission income averaging more than $801.00 per ¥
individual sales person.
J .
Emgiogmént ﬁiriné COnEidérationé

Most station: managers (28 or 67%) give serious

| : T V-
Q o B - U i 38 "

e e e e e =
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consideration to a job applicant with a college degree;
but many radioc employers (28 or 67%) give no mbréﬁéonsidef—
ation to a degree in broadcasting than to any other college
degree when hiring radio station personnel. Many station
ﬁéﬁéééfﬁ.(jﬁ nr 71%) give more consideration to professional
broadcast experience than to a college degree in broadcasting

(Seé Appendix F, p.167,for details.):

Advice for Individuals Desirinz Success in Radio

Station managers responded to an open-ended question
with advice for individuals interested in succeeding in
radio today (See Appendix F, p.168, for a comprehensive

~ summary of responses.). Major themes from the managers'
advice are summarized in Table X7 below.

TABIE XI

MEDIUM MARKET RADIO STATION MANAGERS' CRITE REA
FOR BROADCASTING SUCCLSS

::::;;;:jﬁggggg§§:;A&MLee—forfSuccegg in Radio

Get a liberal arts background in college with
concéntrations in business, marketing and radio.
Work at or. gain experience at a commercial radio

station while in college.
Set specific gaais for your radlo career.

Learn skills and gain experience in a small radio
station and then move to larger stations.

Learn a variety of radio skilis as a beginner:

Learn about people and be flexible in expectaticn
of dfferent stations.

all small market radlo statlon managers' advice for success
in radio. : ,

Summary

Most medium market radio station managers (Zi'qr 50%) -

v 3y
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have been engaged in more than 15 years of full=time radio
station employment and were involved in broadcast sales
(23 or 55%) prior to assuming an administrative position.
Eighty-~eight percent of the respondents (37) attended college;
'49% of them (21 managers) hold a bachelor's degreé or higﬁef;
and, 69% of the managers (29) agreed that their radio caf?ef
had benefited from their college education. |

The greatest number of medium market, midwest radio
stations surveyed (?5 or 60%) employ a staff numbering
between 5 and 24 persons.

Entry-level skills include on-air delivery as most

g T

important for announcers, newswriting as essential for new

—in

persons, and marketing technique as imperative for sales

people: : ]

Responsibility/dependability and initiative/dedication’
are essential characteristics for employment success for |
all radio personnel. Newgwriting;apiiity is impd?taﬁ% for
news persons; quality of on-air &%iivery is éésén%iai for
both announcers and news persons; ana,-aggressivéﬁéss is of
particular significance for sales people. ’

Sales and engineering vocations are most difficult to
fill and announcing and sales positions must be fiiiéd most
often; News positions are the least difficult to fiii and
the engineering vocation is most stable. | :

Most engineers (at 21 stations or 50%) earn between

$201.00 and $350.00 per week, while most announcers :(at 37

W
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stations or 89%) and news persons (at 33 stations or 78%)
personnel (at 24 stations or 57%) draw or are guaranteed
weekly base earnings of less than $275:00, and 60% of the
midwest medium market radio sales force (25 stations) have
a monthly commission income averaging more. than $801.00
per individual sales person: | |
‘Station managers (28 or 67%) give serious consideration
to a 565 applicant with a ébiiégé.aégfée; but many fédié
employers (28 or 67%) give no more consideration to &
*  broadcasting degree than to any other college degree:
_ to professional broadcast experience than a college degree
when hiring Fadic station personnel.
An individual desiring to succeed in radio should:

get a liberal arts background in college with

concentrations in business (marketing) and radio
and work at a commercial radio station at the
same time. Set specific goals for the radio
career and learn a variety of skills by gaining
experience in a small radio station before
.moving to a larger station. Understand people
and be flexible in expectations of different

radio stations.

 Major Market Managers Report and Rank
Radio Skills, Characteristics, and Needs
J :

fa

Background:-Information
- < |
Most of the managers (26 or 60%) have spent more than

15 years in full time radio station employment, while 21%

v 4
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(9 managers) have been working in radio between 10 and 15

.years. The majority of respondents (19 or 44%) became a

statlon or general manager between 30 and 39 years of agenaulwul

_whlle 12 individuals (28%>b§039? managers- both before age

30 ané—;}¥;;TE§En§§mw~Mgggﬂfespondents (21 or 49%) have
-been a féaiéléféiiéﬁ @éﬁéééf for less than 5 years; many

(12 managers or 28%) have held a management position between

§ and 15 years; and, only 10 of them (23%) have been mahagers
for more tian 15 years. Prior to becoming a station or
general manager, the respondent's primary area of radio
cxperience was in sales (24 or 56%). Most station managers
(40 or 93%) attended a college nr university and 32 of them
_ (7@%; hold at least a bachelor's degree: Most managers
'concafoA£ (38 or 88%) that their college education had

benefited tha;r radio career. .=

e

The staff 5 ze of ‘midwest major market radio statlons
éﬁf&eyed ranged from,fewer than 13 perscns (11 statlons or
25%) to more than L0 persons (10 stations or 23%) with the
greatest numbar 6f‘§%é.%iéﬁ§ (22 or 51%) employing between
14 and 40 individuals (See Appendxx G, p. 179 for detailed

- - . “

reSponses ).

Entry-level Skills

"~ Major market respondents ranked in order of priority
entry-level radio skxlls for news, announcing, and sales -
béfééﬁﬁél; On-air delxvery skills rank’most Important

for news persons and announcers4,whlle_marketxng*technxque
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is considered imperative for radio sales persons. News-
Wfi%iﬁé; news gathering, and interviewing technique are
important skills for news personsj production technique,”
ability to operate broadcast éQﬁibﬁéﬁE; and understanding
of Federal Communications CSﬁﬁiééibﬁ-Rﬁléé and Rééﬁiéiiéﬁé
are fééééﬁiie& as essential skills for announcers; and, o
awareness of competitive media, copywriting and understanding
~<, ©of FCC and Federal Trade Commission Rules and Regulations -
Ri) are considered necessary for announcers (See Table XII
on p. 37.). Awareness of competitive media for news
personnel, 2 typing proficiency of 25 words per minute
for announceré; and on-air delivery for sales persons were
' skills considered least important (See Appendix G, p.183,

for a complete prioritized ranking

of major marke* entry-

- -1
a

1t

level skills.).

° Characteristics for Long-term Success

Responding managers ranked, in order of importance;
the radio industry characteristics of success or long-term
employment for news; announcing and sales personnel.
Responsibility/dependability and initiative/dedication -
rank among the top three characteristics for all three
areas. Newswriting ability is noteworthy for news persons;
quality of on-air delivery is emsential for announcers: and,
aggressiveness is imperative for sales people (See Table XIIT
on p. 38.). | |

-~

N
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- K TABLE XII
MAJOR MARKET RADIO STATION ENTRY-LEVEL SKILLS,

Pfiority ﬂewa Persoﬁnél, Meax_
kills Vaiue

1. On-air delivery © 1.87

2 Newswriting 2.50

3 " News_Gathsring 3.33

- L Interviewing Technigue  3.86

\\S Production Technique 5.56

6 . Ability to_Operate. 5.88

Broadcast Equipment _n

7 25 w.p.m. Typing 6.18
ProfiGiency :

8 Understanding of FCC 6.52

Rules and- Regulaticns ___ _ __

@ Awareness of Ccmpetitive 7.76
P;;or <y Anncuncing F@:sonnel Mean
= ) ing - _Entry-level Skills Value
§? , T On-air delivery 112
- 2 Production Technigue 2.87
3 Ability %o Operate 2.96

- Broadcast Equipment - e

4 Understanding of FCC &.75

S Rulég and Regulations .

5 . Awareness of Competitive 5.45

. Media o

6 Copywriting 5.88

7 Broadcast Engineering 5.91

8 Knowiedge of Ratings 6-13

9 25 w.p.m, Typing .71

. Proficiency :
~Priority Sales Personnel Mean

1 Marketing Technigue 1.29
2 Awareness of Competitive 2.39
i Media . . N .
3 Copywriting 3.10
L Understanding of FCC/FTC 3:81
_ Rules and Regulations - -
5 Production Technigue 5.06
) 25 w.p.m: Typing 6.38
) Proficiency- oL e
7 Ability to- Operate . 6.81
; Broadcast Equipment o
8 On-air Delivery — 7.43

A)

aSee -Appendix G, p7186 for spe01f1c listings of.

maragers' "other" responses which are not included in*

thic table.

Successful sales personnel use creative and current
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| TABLE XIII
___MAJOR MARKET RADIO STATION

LONG-TERM SUCCESS CHARACTERISTICSy

Priority News Personnel . . _ Wean
Ranking - Long-térr Success Charmcteristics Value

Responsibility and Dependabiiity 2.86

1

2 Initiative and Dedication. 3.13
] Newswriting Ability - . . 42
I Quality of On-air Delivery T .20
5 Aggressiveness. 4,52
6 Depth of News Gathering . 2-95
? Intarviewing Techmique Quality 6.12
8 Community Involvement 6kl
9 Willingness to Accept 6:89

o Cogstructivg,CrLELCLSﬁﬂ,,,,,

10 Qualjty of Production Tec

PrIscity —  Aomouncing Persomnel — . Mean.
Ranking _Long-term Success Chgracterigtics Value

1 Quality. of_On-air Delivery __ _ 1.64
2 Responsibility and Dependability  3.42
3 Initiative and Dadication L:o0
i Willingness to Accept : k.95
. _ Constructive. Criticism s
L. 8 Quality of Production Technique 5.65
-~ 8 Ability to_Operata Broadcast 5.68
) Squipment £f fectively I
7 Community Involvement 6:08
8 Aggressiveness 6.35
9 Understanding of FCC' 6.95.
- Rules and Regulations - e T
10 Copywriting aAbility _ 8.40 -
Priority ________ Sales personnel Meary
Ranking - Lo tepm Successg Characteristics Value
i Initiative.and Dedication v 2.96
2 Aggressiveness o 3.18
3 Regponsibility and Dependability 3:19
5 Creativity of Marketing oo
) Strategies and Techniques- 3.71.
5 Knowledge of Current b.24 |
] Marketing Techniques._ ) o
6 Depth. of Awareness of 5.38
] Competitive Media \ ~ T
7 Willingness to Accept 5.89
_ Constructive Criticism -
8 Community Involvement ‘ 7.00
.9 Copywriting ability = . 7-73
10 Understanding of FCC & FTC 8.53

' E -~ Rules and Regulations

~ ®see Appendix G, p.189.for specific listings of
managers' "other" responses which are not included in
*this table. : '

marke ting techniques and strategies, are aware of competitive

U o 'agz;
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media and are willing to accept constructive criticisam.
Quality of on-air delivery, ageressiveness, news gathering
ability and the quality of interviewing technique are
significant characteristics for successful news peopie.
Announcers employed for a long time in the radio industry
constructive criticism, displaying a quality production
technique; and capable of operating broadcast equipment
effectively (See Appendix G; p:1i84;for a comprehensive

ranking of major market long-term success characteristics.).

Vocational Needs

Station managers ranked positions in their radio

stations they find most difficult to fill (from most to

least difficult) (See Table XIV on p. 40:) and those which
most frequently must be filled (from most to least frequent)
(See Table XV on p. 40.). Sales and announcing vocations
are the most difficult to fill and must be filled most
often: Clerical positions are the least difficult +o
i1l and engineering vocations are the most stable (See
Appendix G; p: 185,for a compléte 1isting:):

Summaries of average weekly salaries for engineering
" news, announcing, and sales personnel provide current
information of wage conditions in midwest major market
radio stations (Seé Appendix G; p.180,for compiete salary
(at 16 itatioﬁs oF 37%) earn between $275.00 and $424.00

.Y 4g
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TABIE XIV S TABLZ XV
MAJOR MARKET RADIO MAJOR MARKET RADIO

. _POSITIONS ' __.__ __POSITIONS _____
MOST DIFFICULT .-TO FILL, MOST FREQUENTLY FILL?Dé'

Priority Radlc Station  WMean. Priority Radlo Statlion MNean
Ranking __ Vocation ___Value . Ranking Vocation Value

Sales 1:73 1 Sales = _ 1.61
Announcing 2.59 -2 Announcing 2.13
Engineering 2.83 3 Clerical 2.2?
News 3.12 -4 News 3.50
Clerical .0l —5 - . §L.on"

SV

_ ®See Appendix G, p.192for specific listings of
managers' "other responses which are not included in these

tables:

per week. Some engineers (at 8 stations or 19%) earn less
than $274.00 weekly and many engineers (i3 stations or 20%)
earn $425.00 or more pef week: Announcing and news
personnel earnings are quite evenly distributed. However,
a gfeéfef number of stations pay announcers more Eﬁéh $425.00
per wesk (12 stations or 28%). Most of these employees
earn either between $201.00 and $274.00 weekly {announcers:
12 stations or 28%; news persons: 11 stations or 26%)
or between $275.00 and $424.00 weekly (amnouncers: 11
stations or 26%; news persons: 12 stations or 28%).
Twenty-one percént of the stations (9) provide
sales personnel with a draw or guaranteed weekly base
earnings of between $274.00 and $350.00 Wégkii; In
addition, 65% of the midwest major market féaib sales force
(38 stations) have a monthly commission income averaging

more than $801.00 per individual sales person.
Employment Hiring Considerations

Most station managers (33 or 77%) give serious

i

oo 4

-
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'many radio employers (28 or 65% ) give no more con31deratlon
to a JOb appllcant with a degree in broadcastlng than to

one with any other type of college degree. Many station
managers (24 or 56%) give more consideration to professional
broadcast experience than to a college degree when hiring
radio personnel: However; 14 employers (33%) consider both
professional broadcast éxperience and a coilege degree in
broadcasting equally when hiring individuals {See Appendix

G, p.181,for details.).

‘Advice for Individuals Desiring Success in Radio

Station managers responded to an open-ended question
with advice for individuals interested in succeeding in
radio today (See Appendix G, p.182,for a comprehensive
summary of responses:): Major themes from the managers’
advice are summarized in Table XVI below.

TABLE XVI

MAJOR MARKET RADIO STATION MANAGZRS' CRITERIA
FOR BROADCASTING SUCCESS 3z

J%zs kdzice_ﬂar_ﬁuccess MT
Get a Iiberal arts background in. college. with
concentrations in marketing and broadcasting.

Gain experience at a commercial radio station
while in college

Learn skiils in a smAll radio market and then
move to bigger radio stations:

Gain as much experience_as possibie in alt facets
of radio before choosing a specialty area in
which tc conceritrate.

Be conscientious, dedicated and willing to : .
learn on the job. ’
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®See Appendix F, p.182;for a comprehensive listing of
all small market radio statinn managers' advice for success
in radio.

o

Most major market radio station managers (26 or 60%)
have spent more than 15 years in full time radio station
éhﬁloymén% and were engaged in broadcast sales (24 or 56%)

" prior to assuming an administrative position. Ninety-three
percent of the respondents (40) attended college; 74% of
them (32 managers) hold a bachelor's degree or higher; and,
88% of thé ménageis (38) égféea that their radio career
benefited from their college education.

The largest number of major market, mldwest radlb
vstatlons surveyed (22 or 51%) employ a staf numberlng {f_
between 14 and 40 individuals:

On-air delivery skills are most important for éﬁﬁ&ﬁﬁcéfé
and news persons, -while ﬁéfké%iﬁé technique is ébﬁéiaéféa
imperative for radio sales §éf§éﬁ§f : |

Respon51b111ty/dependabll1ty and 1n1t1at1ve/ded1cat£on
are essential characteristics for employment success for

A

all radio personnel, while quality of on-air delivery is '\
' fundamental for announcers and éééféééi#éhééé important !
for sales personnels ’

Sales and announcing positions are the most dlfflcult
to fill and must be fllled most often. -Clerical posltlons \
are the least difficult to fill and engineering positions

are the most stable.
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Most engineers (at 16 stations or 37%) earn between
$275.00 and $42L.00 per week; while most news personnel and
announcers (at 23 stations or 54%) earn between $201.00 and
$42L .00 weekly. Many sales persommel (at 9 stations or 21%)°
draw or are guaranteed weekly base earnings of between

$275.00 and $350.00. Most of the midwest, major market

~ sales force (at 38 stations or 65%) average a monthly

commission . income of more than $801.00 per individual sales
person. '

Statiori managers (33 or 77%) give serious consideration
to job applicants with a college degree, but many radio
employers (28 or 65%): consider a degree in Bibadééé%ihg
rio more favorsbly than any other type of college degree.
Respondents (24 or 56%) give more consideration to '

professional broadcast experience than a college degree in

‘broadcasting when hiring radio station personnel:

An individual desiring to succeed in radio should::

get a liveral arts background in college W1th

concentrations in marketing and broadcasting -

and gain experlence at a commercial radio

station while in school. Formulate a definite

career plan with specific goals and begln by
learning skills in all areas of radio in a

small market and then moving to bigger radio
stations. Always be conscientious, dedicated,
and willing to learn on the job.

Before summarizing the results of the total survey

<
S
<
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and concluding with 1mpllcatlons for broadcastlng higher
education, it £3ems pproprlate to review the datd through
analysis and interpretation by .comparing responsés from

small, medium and major market, midwest radio stations.

Background Information

(sma11 171 or 59%- medium: ’1 or 50% and ma;or. é6
for more than 1; years. Most smail market respondents
(160 or 55%) assumed a station management position at a

" younger age (between 25 and 34 years of age) than their
medium and maJor market adminlstramlve»peers._ A maJorityf
of majbr markét manégérs (19 or uui)-unééftdbk statioﬁ
whilé 48% of the medium market respondents (20 managers)
accepted the supervisory rolé between 35 and 45 years of
age. The majority of small (165 or 58%) and medium market
(32 or_ﬁéﬁ) station managers have held the position less
than 9 years, while most major markét administrators (21
or 49%) have held the post less than 5 years. Prior to
becoming a station dr:generai mansger, most respondénts’
(small: 102 or 35%; medium: 23 or 55%; and, major: 24
or 56%) primary area area of radio experience was in ‘sales.
This éuggeeie that most managers are quite experienced in
broadcasting, have held the management position for quite

a long time, .and -are relatively young. . Sales is the area
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of broadcasting from which the industry draws most station
oF general ‘managers.

The greatést number of station managers (sm&all: éé? or
»8%; medium: 37 or 88%; and, majbfi 40 or 93%) atténded
a college or university and most of them (small: 145 or
567, medium: 21 or 49%; and,; major: 32 or 74%) have at
ieas* a bachelor's degree. The majority of managers (small:
188 or 65%; medium: 29 or 69%; and, major: 38 or 88%)
concur that their college education has benefited their
radio career. The significance of a college degree is
apparent for movement beyond the fundamental areas of .
broadcasting into a management career. Further; most
managers féaagﬁizé_thétﬂa collége degree clearly was a
benefit during their radio careers. This suggests that
a college degree provides a competitive edge for individuals

in the éommeféiai radio iﬁd&éffya

small (243 statlons of 84%) and medium (25 stations or: 607)
market stations' However, gtaff size for the 1argest
number of major ‘market stations (22 or 51%) is between

i4 and 40 persons. As expected, smaller stations have
smaller staffs than larger radio statious. However,. the

sma11 staff s:ze of the-loweér eénd of the maao* market staff

stabilization by not replacing retiring or resigned positions).

c
iy
L o3}
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Entry-level Skills

Responding station managers in éﬁéil; medium, and major
;ﬁéfkéts ranked in order of priority entry-level radio skills
for news announcing, and sales personnel (See Appendix E, p;.
100;F, p:169;G, p:183;and, Table XVII on p. 47:.).

Small and medium market managers rated newswriti‘ng (1)
and then on-air delivery (2) as the most important skills
 for news personnel, but major market managers reversed that
- emphasis. Respondents in all three markets concurred in the
prioritizing of news gathering (3) and interviewing technique
(4) as fundamental for néwé‘pérsoné. ‘Some disagreement
between managers in the various markets existed as to the
rank order of priority for the remaining entry-level news
skills. However, ability to operate broadcast equipment,
‘production technigue, and a typing proficiency of 25 words
per minute all ranked within the top seven skills rated for
news personnel.

There was overall agreement between respondents in
all three markets that on-air delivery (1) ranks as an
imperative skill for announcers. Ability to operate
broadcast equipment (2) was raiiked next by medium and small
market managers followed by production technigue (3), while
major market managers reversed the priority for these
announcing skills. This reversal by larger stations may
be the result of engineers operating much of the broadcast

equipment. Managers in all three markets considered
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TABLE XVII

oy

SMALL, MEDIUM, AND MAJOR MARKnT

ENTRY-LEVEL RADIO SKILLS COMPARISONS

News Personmnel = _Market Priority Rankinss o B
——¥ajer— - — Medium——— Small Total Survey

Newswriting 2 1 1 2 v
On-air Delivery i 2 2 i

News Gathering - : g g g 3 t
Interviewing. 'reéhniquo lg

Ability to Operate . 6 5 [ 5.
Broadcast Zquipment _ . _ _-
Production Technique 5 -] 7 7 .
25 w.p.m. Typing - 7 (4 5 6, N

— . ~
Announcing. Pgmonnol __Market Priotify Rankings _ )
-level Ski Major Mediom Sma1] Total Survev

On-air Delivery 1 1 1 1

Ability to Operate - - _

Broadcast Zquipment 3 2 2 2
Production Technique 2 3 % E
Understanding of FCC - 4 4

Rules and Ro.;ul;ﬁons{ - -
Copywriting [ 5 5 5

Awareness of Competitive 5 [ [ [
‘"Media _ _ _ _

Broadcast Engimort'ig 7 9 7 7

ket Priority Rankings =

Majer Maedjum__ Smal]l Total Survey

Salos Pcrsonnei o

Marketing Technique 1 1 1 1
Awareness of Competittve 2 2 2 2
Media i i
Copywriting 3 3 3 3
nde ding of Fcc/Frc = B _ B
and Regulations 4 g 2 5
Production-Technique s 4
25 w.p.m. Typing. [ ] ] (]
EbITIfy to. Operats 7 7 8 ?

Broadeast Zquipment

- See Appendix E, p.103;F, p.172;and, G, p 185 for
specific llstlngs of managers' "other" responses which are
not included in this table. ,

ﬁﬁdéféf&ﬁaiﬁé of Federzl Communications Géﬁﬁiééiaﬁ Rules
Other skills identified as fundamental for announcers
incdlude copywriting, awareness of competitive media, and
broadcast engineering. This suggests that, in addition to
the traditional production skill areas of radio announcing

(on-air delivery, operation of broadcast equipment, and

U S
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production technique) station managers are concerned with
broadcast law (FCC Rules and:Regulations) knowledge in
announcing personnel. '

Managers in all three ‘markets rate marketing technique,
awareness of competitive media and copywriting as thé most
important skills for radio Sales people. The largest number
of small and medium market responses emphasize understanding
of FGC and Federal Trade Commission Rules and Regulations (5),
followed by production technique (4) as necessary sales
skills. ﬁ3WéVéf, most major market managers reversed this
order: This may suggest less concern for broadcast sales
people to be knowledgeable regarding broadcast-advertising
law due to copywriter and other individuals assuming such
responsibility: Respondents from all markets expressed
additional sales skill preferences for typing proficiency
of 25 words per minute and the ability to operate broadcast

equipment:

' characteristics for Long—term Success

Responding station managers in small,; medium, and major
markets ranked; in order of importance, the radio industry
characteristics of success or long-term embiaymgﬁt for
news, announcing, and sales personnel (See Appendix Ei‘p;ibi;
F, p.170iand, G, p.18%. See also Table XVIII on.p. 49.).

Responsibility/dependability (1) ranks as the most
important characteristic of radio news success, by managers

in all three markets. Small and major market respondents

»

NE
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TABLE XVIII

SMALL, MEDIUM, AND MAJOR MARKET

*  LONG-TERM SUCCZSS CHARACTERISTIC COMPARISONS

e

~———Warks% rrzorlty Rlnking —
Major’ WMedjum Small Total Sﬂrvoy

J
Respensibility and. DopinﬂabiIify 1
Initiative and Dedication - 2

- Newswriting Ability 3
Quality of On-sir Dniivory L
Aggressiveness © 5
Depth_of News Gathering g

O\IA N F
~3OMAFELD N -

Community Involvemént

____ Announcing Personnel o erknt Priori
;ggg::g;gL;aceossACharactcris;tcs‘7

Quality of .n-air Delivery -
Responsiblil: ty and- Dopondnbility
Initiative aid Tedication
Quality of Prodaction Technique
Ability to Opersts_Broadcast
Zguipment Zffectively
Willingness to Accept
Constructive Criticism }
Community involvement ?

—_____Sales Personmel Market Priority Rankings
Long=term Success Charactspistic

'2 ~NOAAIFED N

_Rankings

A N =
O W Eun e

N & Owat\w e
~3

NN nmEFEwnNe

&£

=term ics —Major ——Medium-—Small —Tota) Survey

Responsibility and Dependability
Initiative and Dedication

Aggressiveness -
Creativity of- Mirkofing Sﬁrafogtos
Knowledge of curTent Marksting
Techniquas. __ __
Community Involvement
Depth_of Awareness of
Competitive Media

UIFNH\‘J
WA ONE F W
wn FWN -
wn Fw N e

~On

ONGD|
~.On

,%éééﬁéppéndix E, p.1063F, p.175iand, G; p: 189, for
specific listings oi managers' "other" responses which are
not included in this table. _
emphasize initiative/dedication (2) as next in importance,
while medium market station managers stress quality of on-air
delivery (2) as fundamental for long-térm radio news
employment. Small and major market managers rate quality
of‘bﬁ-aif delivery (4) as imnortant too. Newswriting
ability (3) is a skill stressed by,féspondents in all three

markets as imperative. Station managers in all markets

o]
c
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identify aggressiveness; depth of news gathegiﬁg, and B
community involvement as necessary entry-level skills For
news pérsonnel
Managers in all three mariets identify quality of on-air
aéiiﬁéfy‘(iy;,fégﬁaﬁgiBiii%g/aéﬁéﬁaéﬁiiiE§ (2), and initiative/
dedication (3) as the most important announcing skills.
“here is little agreement among respondents from different
markets on the priority order of the remaining skills for
radio announcing:  However, managers in all three markets
rank quality of production technique, ability fﬁ»aﬁéfaia
broadcast equipment effectively, a willingness to accept
constructive criticism;, and community involvement as
among the top-seven entry-level announcing radio skills.
First priority rankings of success characteristics
for radio sales persons include: small market managers
selection of responsibility/dependability (1); major
market managers identification of initiative/dedication (1);
and, medium market managers rating of aggressiveness (1)
All of these success characteristics appeared consistently
in the first three priority positions for respondents -
in all three markets. Managers in all markets concurred
by selecting creativity of marketing technique (4) as a
fundamental characteristic for long-term sales employment.
While some prioritizing disagreement existed between
managers from the different-sized markets, knowledge of

current marketing techniques, community involvement, and
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awareness of competitive media are recognized as important
success éh&féétéfiétiésiéﬁr broadcast sales persons by
respoﬁaeﬁts in éil markets.

all three markets for aii personnel suggest the 1mportance
of good iﬁtérpéfééﬁéi éémmuﬁiéétibﬁ skills as essential for
long-term broadcast industry empioyment. Further,; the
significance of knowledge in advertising- and ﬁéfkéfiﬁg>f6f
sales persons is obvious. Both of these areas extend
beyond the more traditional production and journalistic
skills or communication theory educational boundaries for

radio personnel.

Vocational Needs

Station managers in small, medium, and major markets

ranked positions in their radio stations they find most

difficult to fill (from most to least difficult) and those

which most ffé@ﬁéﬁ%ly must be filled (from most to least
Small and major market station aaﬁégéfs find sales
positions most difficult to fill, while the engineering
vocation is the most problematic for medium market
respondents. Major market managers find announcing and
engineering positions quite difficult to fill; medium market
managers have some problems filling sales and announcing

openirigs; and, small market managers have difficulty

wa
o
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filling engineering and news positions. This does not
suggest a lack of numbers of applicants for these positions.
Rather, it indicates broadcast managements' dissatisfaction
with the quality of the applicants skills and competencies
in commercial radio. Clerical positions are the least
difficult to fill, except for most medium market feS§erdeﬁts
who identified the news vocation as the 1eés§ pfobiematic.

TABLE XIX //

COMPARISONS OF SMALL, MEDIUM, AND MAJOR MARKET
- _RADIO POSITIONS
vOST DIFFICULT 10 FILL AND MOST FREQUENTLY FILIED

Rad:.o?tation Positiane - Ramﬁngs by Mzrket' -
- E _Medium Small Total Surve

Sales 1 2 1 1
Engineering 13; ’ 1 .2 - 2
News _____ . b 5 3 . 3
Announcing 2 3 L 4
Clerical 5 4 5 5 -
Radl ﬂtatzon?osnzons Rankings by Market®
Most Pragusrtly Fillsd Major Medium Small Total Survey
Announcing 2 1’ 1 1
Sales b3 2. 2 2
News 4 4 3 3
Clerical 3 3 43 - L
Engineering 5 5 s s

*Positions are ranked from most difficult or most
frecuently to least difficult or least frequently.

aSee Appendlx E, p: 109;F, p:178;and; G, p.192, for
specific llstlngs of managers' "other" responses which are

not included in this table.

Small and medium market managérs report that announcing
respendents identify the sales vocation as the ohe with 7
the mos+t consistent employee turnover. Sales and announcing

positions are the two vocations which must most frequently

w
(S




53

be filled. Engineering positions are most stable in all
markets. |

Most engineers in major markets (at 16 stations or
37%) earn between $275:00 and $424.00 weekly; while those
in medium (at 21 stations or 50%) and small (at 33 stations
or 45%) markets earn between $201.00 and $350.00 per week.
Average salaries for the majority of news employees in
small markets (at 2il stations or 73%) range from $151.00
to $274:00 weekly; while medium markets (33 stations or 78%)
extend the range éligﬁiiy ($151.00 to $350.00 per week) and
major markets (23 stations or 54%4) ‘begin at a higher rate .
($201.00) and extend. weekly wages still farther to $424.00.
Most announcers in small markets (234 or 81%) earn between
$151.00 and $274.00s weekly; medium markets (37 or 89%)
pay slightly higher weekly wages ($151.00 to $350.00); and,
major markets raise the minimum pay {ézeiaee) and greatly
extend the maximum weekly wage ($h24:00). - o

The largest number of sales personnel have a guaranteed
weekly draw of salary of less than $275.00 (184 |
stations in small markets ot 64% and 24 stations in medium
markets or 57%). Only some major markets (9 stations or
21%) guarantee sales personnel a greater weekly draw of
between $275.00 and $350.00. - The great majority of the’
midwest mediufi market (25 stations or 60%) and major market
(38 stations or 65%) stations have a monthly commission
income averaging more than $801.00 per individual sales

person, while small market sales people (at 184 stations or

gy
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‘64%) average monthly commission income beginning at $501.00
per sales person (See Appendix E, p.97; F, p.l166jand, G, p.
180,for specific listings of salary summaries for news,
announicing; engineering and sales personnel from all markets.).

As expected; personnel at larger radio stations earn
higher salaries than those at smaller stations: However,
medium market stations pay quite comparable salaries

for sales employees:

o

Employment Hiring Considerations

A majority of station managers in all markets (small:
157 or 54%; medium: 28 or 67%; and, major: 33 or 77%)

give serious consideration to a college degree when
interviewing job éﬁﬁiiééﬁté; However, most station managers
(small: 148 or 51%; medium: 28 or 67%; and, major: 28 or
65%) give no more consideration to a broadecasting degree.,
than to any other type of college degree. Professional
broadcast experience is considered more important than a
college Bfaaaééééiﬁg degree by most station managers (smalil:
164 or 57%; medium: 30 or 71i%; and, major: 24 or 56%) when

hiring radio station personnel:

‘Advice Ffor Individuals Desiring Success in Raaio

Station managers' responses to an open-ended question
advising individuals interested in succeeding in radio
.today provide a succinct definition of essential preparation .

_ for a radio career (See Advice for Individuals Desiring
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Success in Radio; p. 99i p. 168; and, p. 182.).

Managers stressed the importance of a liberal arts
college degree with concentrations in business (marketing)
and broadcasting: This suggests the necessity of a well-
rounded education in an industry where versatility is
valued highly. Sﬁeéifieaiiy,_cgurééWork in business--
in particular marketing--and broadcasting are adviced.
Managers place Significant emphasis on experiénce when.
hiring radio station personnel and the importance of
cxperience at a commercial radio station during college
is a necessity. Station managers emphasize that this means
working at a commercial radio facility and not at a campus
of college radio station. The campus Station may provide
training and serve an impdftant funiction, but it is no
substitute for professional broadcast experience.

Learring many facets of radio is stressed by managers
and it is suggested that this experience be gained first
in a small market station. As part of this learping; it
is important to set specific goals and develop an individual
career plan to achieve these objectives. Specialization
is recommended only after acquiring a wide understanding

of all facets of commercial radio. . | |

Station maﬁégérs;strégg the importance of personail
motivation and é;ﬁtérpérsdnai communication éii/illé: A

. _and to be conscientious and dedicated on the job are

imperative qualities for success in broadcasting. The
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willingness to accept constructive criticism is also
stressed:

T0taLJSupyéigRespgnsefggsféfiﬁﬁgﬂénagerS Repor$4and,Rank
Radio Skills, Characteristics, and Needs

Background Information

A large majority of the managers (218 or 58%) have
been engaged in full-time radio station employment for more
than 15 years and became station managers between 25 and 34
years of age (194 or 52%) Most respondents (211 or 56%)
have held a broadcast management position, for more than 6
years; but many managers (164 or L4%) have held such an
administrative post between 2 and 5 years. Prior to becoming
“a manégéf; the respondents' primary area of radio experience
past broadcasting experience in combined areas with sales.
Most station ﬁéﬁéééfé (3eu or éi%} attended a college or.
degree: Overall, the managers agreed (255 or 68%) that
their college education benefited their radio career.

The staff size of midwest radio stations ranges from
fewer than 5 persons to more than 40 employees (both at 17
stations or 4%). The greatest number of Stations (227 or
77%) employ between 5 and 24 individuals (See Appendix H,

* p:193,for detailed responses.).
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Entry-level Skills

Responding managers ranked in ordeér of priority the
personnel. On-air delivery skills rank as most important
for both news and announcing personnel and as least

significant for sales persomnel: Marketing technique
rates first priority for sales persons. Newswriting,
news gathering; and interviewing skills are emphasized as

/  important for news persons; production technique and
announcers; and, the ability to operate broadcast equipment
is imperative for announcers and important for news
persons (See Table XX on p: 58:). An understanding of
Federal Communiéatiors Commission Rules and Regulations
is considered necessary for radio aﬁnbuncérsi Awareness of
-competitive media, copywrit ..z, production technique, and
an understanding of FCC and : <decral Trade Commission Rules
and Regulations are highly ra*:d :kill = for sales personnel
(See Appendix H; p.197,for a ¢ 1..¢ie piloritized ranking

of the total sSurvey entry-ievei owkitiS.;.

Characteristics for Long- tefm Succe ss

the radio industry characteristics of success or long-term
employment for news, announcing and sales personnel.
Responsibility/dependability and initiative/dedication

are rated as essential characteristics for succesg in all
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TABLE XX

.

MIDWEST RADIO SURVEY ENTRY-IEVEL SKILLSy

Friority Newe EersonneI Mean
Ranking Eﬁtgx -level Skills Vajue
1 On-air Deliviry 2:33
2 Newswriting 2.42
3 News Gathering 2.83
4 Interviewing Technigue 4.59
5 Ability to_Operate. 5.95
. Broadcast Equipment I
6 25 w, _Typing 6.09
) Proficiency -
7 Production Technique 6.26
8 Understanding of FCC 6.96
,Rﬁlés and Regulations o .
9 " Awdrerniess of - - ?7.86

Competitivs - Media B -

QL

Priority Announcfﬁg PersonnEl Wear

Ranking Entry-level Skills Value
1 On-air Delivery __ : 1.20
Ability to. Orerate. X 2.84
Broadcast Equipment S
3 P*nduction Technique - 3:19
L ding FCC . k.39
_ au;es and Regulations o
5 Copywriuing.  __ . 5.68
6 Awareness of Competitive 6.29
o Media I
7 Broadcas®t Engineering 6.56
8 Knowledge of Ratings 7.25
P‘iarity —Sales Personnel . Mean
~-level sxills -Value
1 Marketing Technique 1.59
2 Awareness of . ! 2.91
_ Competitive Media o
3 Cerrwriting. 3.55
5 P.-oduction. Technique __ 5.26
R Ur: 2e cstanding of FCC/FTC 5:35
_ Rul<s and Regulations Lo
£ 25 _~.p.m. Typing . 5.72
R - Proficiency ___ _
G Ability to Operate | 6.69
) Broadcast- Equipment o
—5—----- On-air-Delivery : 8.2
e i 2 . 200,zor specific llistings of
. managers' vnes™ oot mes whi nhoare not included in

this tatle.

three areas of radis emg. 'm¢nt, while the gquality of on-air

ERIC

Aruitoxt provided by Eic:
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delivery ranks as the first priority for announcing personnel

(See Tablée XXI below. ) ' .
TABLE XXI

MIDWEST RADIO SUR\: r'*‘Y .

LONG=TEZRM SUCCESS CHARAGTERISTIGS*

é:i@rit? - ‘News Pbrsonnel - fﬁéd@7

Regpgonaibility and Dependability
Initiative and Dedication
Newswriting Ability.

‘Quality of On-air Delivery
Aggrassiveness

Dapth of News Gatharing
Community Involvement

Willingness to Accept

Oy OV O
QDR G

VN i F Filw

Constructive Criticisa

Interviewing Technique Quality
Understanding of FCC

—-- - - Rules and Regulations

00, @NOMAEWN -]
0

OO0 Vo
n

EYRS

[y

: Prlorxty —____ announcing rersonnel Mear:
Ranking Long-term Success Characteristics —Value
1 Quality of On=-air Delivery  _ 2.31
» 2 Responsibiiity and Dependabiiity 2.88
3 Initiative and Dedication 3.92
4 @iality of Production Technique 5.27
5 Etfective Operation of 5.3
B Broadcast Equipment o
6 Willingness to_Accept. 5.84
_ Conmstructive Criticism o
a Community Involvement 6.34
8 Aggressiveniess - 7.10
- °] Understanding of Fce 7.79
o . " Rules and Regulations o
; 10 Copywriting,Ability - -8.81
Priority ] Agiles Persormel -  Mean
Ranking Long-term Success Characteristics  Value
1 Responsibility and. Depéndability 3.18
2. Initiative and Dedication 3.25
5 . Aggressiveness 3.26
Z 4 "\ Creativity of Marketing. 4.14
_ -\ Strategies and Technigues
s Knowledge of Current b.47
- '\ Marketing Techriigues R
[ “Community Involvement §.31
? Depth of Awareness of .25
_ Competitive Media_ N
8 Willingness. to Accept . 6.71 .
- Congtructive Criticism - - .
9 Copywriting Ability —- 7.55
10 Understanding of FCC & FTC

- A—ﬂs—fRulesfand'Rggg}a%iﬁfﬁrAAAAAAAAAAAf 8.96

‘u
v

aSee Appendix H, p. 203-for spec:.flc llstlngs of,
managers' "other" responses which are not J.ncluded in

thls ‘table. : N,

-

X
) . N i
vy 65«12 z .
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Successful sales personnel are’ aggressive; utilize
creative and current marketing strategies and techniques,
are involved in the community, and have an awareness of
competitive media. Newswriting ability, a quality on-air
derivery, aggressiveness; news gathering ability; and
community invoivement are important characteristics for a
successful news person: Announcers employed for a long
time in the radioc industry are perceived by managers as
effective. operators of broadcast equipment, displaying a
quality production technique, and as being willing to
accept constructive criticism (See Appendix H, p. 198,
for comprehensive rank'ngs of long-term success

characteristics: ).

Vocational Needs

Responding managers ranked vocations in their radio
stations in terms of the positions they find most difficult
to fill (from most to least difficult)(See Table XXII on
p. 61.) and those which most frequently must be filled
Sales and engineering positions are the most difficult to
fill, while announcing and sales positions must be filled
most bftéﬁ. Cleari~al vocations are the least difficult

to fill and engineering positions remain the most stable

(See Appendix H; p.199,for a complete listing:):
Summaries of average weekly salaries for engineering;

news, announcing, and sales personnel provide current
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PABLE XXII TABLE XXIII
POTAL SURVEY RADIO TOTAL SURVEY RADIO
~ POSITIONS. ____ ~ POSITIONS
MOST DIFFICULT TO FILLy MOST FREQUENTLY FILLED,
Priority ﬁa.aj;TE__“am Friority Radio Station Eetﬂr
Ranking — Voecation —__Value e
1 Salé 1. 1 Anniounicing 1.63
2 Eng::eering 2. gg 2 Sales 2.27
3 News 2.75 . 2 g;:;igsl g:g%
Y Apnouncing 3.8 5 Engineering 5.3

aSee Appendix H, ;5266 for specxfxc 1ist1ngs of

managers' "other" responses which are not included in

“these tables.

information of wage conditions in midwest radio stations
(See Appendix H, p.194,for complete salary summaries of

all midwest radio stations.). Twenty-seven percent of
éﬁéinééré in the survey (101) earn $200:00 or less per week.
Most engineers (166 or Lki%) earn between $201. 00 and $350.00
‘weekly, with only a few englneers (41 or 14%) earning more
than $351.00 weekly. Most news personne1 (253 or“68%) and
announcers (274 or 73%5 earn between $1Bi.6d~éﬁd $274.00
per week:. Only 61 news persons (16%) and 53 announcers
(15%) earn mec'2, while only 27 news people (7%) and 2k.
announcing p€rsonnel (6%) earn less o

Forty percent of the stations (148) provide sales

personnel with a draw or guaranteed weekly base earnings

of between $151.00 and $274.00. However, most sales

people (172 or 47%) average monthly commission earnings of
between $561:00 and $1,500.00. Twenty-one percent of the
midwest radio sales force (at 77 stations) havé a montily

commission income averaglng more than. $1 500 00 per person,

while 24% (at 91 stations) earn less than $500.00 per

Ui g

a3
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individual sales person a month in average commission.

Employment Hiring Considerations

Most station managers (z.8 or 58%) give serious
consideration to a job applicant with a college degree,

but many radio employers (204 or 54%) do not give any more
consideration to an individual with a degree in broadcasting
than to arnother person with any other typé of coilégé'degféé,
?iftyﬁéight percent of the managers (218) give more

& college degree (3 or 1% prefer a. college degree) when
hiring radio station personnel. However, .119 radio employers
{32%) consider both professional broadcast experience and

a college degree in broadcasting equally when hiring

employees i$ze Appendix H, p.195, for details.).

Advice for Individuals Desiring Success in Radio

‘Station managers responded *o an open-ended question
with advice for individuals interested in succeeding in
radio today (See Appendix H, +.196,for 2 comprehensive
summary of responses.). B#ajor themez from the managers'
advice are summarized in Table ¥XTV on p. 63.

Summary -
Mo&%t ra 1o station managers (218 or 58%) have been

involved with radio on a full time basis for more than 15
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PABLE XXIV

MIDWEST RADIO STATION MANAGERS' CRITERIA
FOR BROADCASTING SUCCESSy

vanagers vice for Succ

Get a liberal arts degree in college with
coricentrations in marketing, business and
broadcasting.

Gain experience at a commercial radio stafion
while in college. _
Learn about many facets of rﬁdio. béginning in

station.

Specialize in some area of radio only after
experi‘ncing many aspects of radio.

Formulate a definite career plan with

spacific goals.

Be willing to accept constructive criticism,
always desdire to learn more; and try to
cooperate with co-workers.

See Appendix H, p.196,for a comprehens1ve listing
of all midwest radio statlon managers' advice for success
iz radio.

years and were éngagea~in broadcast sales (149 or 40%) prior
to assuming an administrative broadcast position. Eight-one
percent of the respondents (304) attended a college or
univéfsifi: 53% of them (198 managers) hold a bachelor's
degree or more ; and, 68% of the managers (255) concurred
that their radic career benefited from their coliege education.
The greatest number of midwest radio stations surveyed
(227 or 77%) employ a staff numbering between 5 and 2l
individuals. ' '
On=aif delivery skilly are most iﬁpprtaht for announcers
and news persons, while marketing techﬁ%qué is most
necessary for sales persens. ;’ N

Responsibility/dependability and initiative/dedication

~}
e

I &
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are essential characteristics for long-term employment. in
radio for all personnel, while quality of on-air delivery is
particutarly significant for announcers.

Sales and engineering positions are the most difficult
to fill, while announcing and sales positions must be filled
nost often. Clerical positions are the least difficult to
£i11 and engineering positions are most stable.

Most enginecrs (z- 166 stations or LU47%) earn between
$201.00 and $350 17 weekly, while news personnel (at 253
stations or 68%' -nd anmouncers (atu 274 s*ations or 73%)
carn betweer. $151.0C znd $274.00 per week. Many sales
persons (at 148 stations or LO%) draw or are guaranteed
weekly base earnings of between $151.00 and $274.00 and
the midwest radio sales force (at 172 stations or 47%)
average a mbnthiy(commissiéh income of between $501.00 and
$1,500.00 per individual sales person.:

‘Station managers (218 or 58%) give serious consideration
£6 job applicants with a college degree; but many radio
émployefs (204 or S4%) give no more serious consideration
to a boradcasting degree than to any other type of college
degree. Respondents (218 or 58%) give more consideration
to proféessional broadcast experience than to a college
degree in broadcasting when hiring radio Station personnel.

An individual desiring to succeed in radio should:

sbtain a liberal arts college degree with

concentrations in marketing (business) and
radio and &ain work experience at a

commercial radio station while attending
.gchool. Initial learning should involve

L

i




T
A

pp”mgvegen% to a blgger station. Lt is
important to formulate a definite career
plan with spec1flc goals. A suéceeeful

always learn more, and cooperate w1th
co-workers.

Conclusions: Implications for Broadcast Higher Education

The results of this midwest radio Survey of small,

medium and major market station managers sugges t Some
serious challenges for broadcast higher educators;.aé well
as essential basic information for students seeking careers
in radio. Based on the data presented, conclusions are
drawn as implications for student placemert in radio and

for the curriculum and instruction of broadcast higher

Student Placement in Radio

The following conclusions summarize the results of
this study in terms of student preparation and placement
in broadcast careers.

1. A career in radio englneerlng is the most stable

vocation for a qualified individual in the broadcasﬁ
industry. :

2. The. greatest need for personnel in the commercial
radio industry is for gualified announcers and
sales people. _Qualified assumes respon81b111ty.,7h
dedication,; and a willingness to accept. constructive
critieism; in addition to the more traditionally-

articulated broadcast skills (i.e., production : "

~}
&
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skills). For sales persons, an understanding

and knowledge of business is ¢considered very

important (particularly markéting and advert1s1ng)

3. A sales career is the area of radio from--which
most broadcast managers emerge and to whom the
higher salaries are paid. .

L.” The highest paying radio positions are in sales,
: with engineers paid more than news persons or
announcers. Larger'markets do, of course, pay

5. A college degree is important for broadcasters,
but that degree does not necessarily mean a major
in radio and television. Broadcasters recommend

- a well-rounded education (a liberal arts degree)
with coursework in business (partlcularly in
marketing) and broadcasting.

Ziperierice at a commercial radio station during
college is essential. Station managers consider
professional broadcast experience more important
than a degree in broadcasting when hiring radio
personnel. This means at a commercially-licensed
radio station and not a.college or campus radio
fa0111ty.

oN

7. Station managers believe that students interested
in radio careers should learn about all areas of
radio and not over-specialize in any particular
aépe'ct of broadcasting during training. However,
it is 1mportant to develop a deflnlte career plan
with Specific goals.

8. Interpersonal communication skills are essential
for continued success in radio. Specifically
Stressed aspects include the ability to accept
constructive criticism, cooperation with co-
workers, responsibility, dedlcatlon. and personal
motivation.

Radio Curriculum and Instruction

The conclusions which follow summarize the results
of this research projec¢t as they apply to the curriculum

and instruction of broadcast higher education.

~
c.
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1. An internship program which guarantees student
access to supervised experience at a commercial
radio station and involves professional broad-
casters is an essential part of any radio
curriculum, -

2. Cooperation with Business Departments to provide
students interested in broadcasting with adequate.
exposure to marketing and advertising training
is important. Further, a cooperative relatlbhshlp
between thésé departments may produce other :
positive results for the radio and television

curriculum.

1nterpersona1 eommunicatlon.

L. The placement of less. emphasxs on a great number

is an 1mportant future direction for broadcast
eduzation.

) 5. Radio curriculum and instruction should cover

- mﬂnv racets.  of commercial radio and not provxde

an opportunity for students to speciatize. (to
any significant degree) in any one area while in
training:. Specialization should arise from
professional,; commercial radic experience.

6. Consistent updating of broadcast programs and
courses_based upon the changing technology and

for broadcast higher education is the importance of the
development of a good rapport bétwsen commercial radio
station managers and broadcast higher educators. This

is a chailenge to both parties tv move Leyond past dilemmas
and to work together in creating an eéffective educational

program for individuals seeking caréers in broadcasting.
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ENDNOTES

1.
title of first American radio station, it is generally

accepted that KDKA was the first radioc station, commercially

While there remain many well-documented claims to the

licensed by the government, to begin and continue broadcasts
in the United States. See Erik Barnouw, Tower of Babel:
A History of Broadcast1n*—an—the—Una$ed~S$ates’rVolumeﬂlee
) 1933 (New York: Oxford University Press,
Eugene S. Fostér, Understandin _Brozdeasting,
(Reading, Massachusets: Addison-Wesley, 19382), Ppp: 56-69,
and, Christopher H. Sterling and John M. Klttross Sta
Tuned: A Concise History o ¢ Belmont,
California: Wadsworth, 197 PP =62, See also Lawrence
W. Lichty and Malachi C. Topplng1 eds., American Broadcasting:
A Source Book on_the History of Radio and Television (New
York: Hastings House, 1975).

2Broadcast advertising was first conceptuallzed as a

way of nromoting the sales of radio receivers by Westinghouse.

The Corporation operated KDKA . prov1d1ng information and’

entertainment for the public and, in turn, believed the

publlc would purchase Westinghouse radios to listen to KDKA.

WEAF in New York, operated by American Telephone and

Telegraph, broadcast the first commer01ally-sp0nsored

programming in 1922, which consisted of a ten minute real

estate advertisement. Many stations observed the success

of the larger stations who accepted more and more sponscrship

advertising and produced greater and greater profits.

Gradually the concept of advertising as a financial base

for. broadcastlng became accepted by more and more stations

untit; by 1925, it was an industry standard. See_Barnouw,

pp. 105 114 Foster, p» 69; and, Sterling and Kittross,
pp: 59-71. See also Lichty and Topping.

3The earlier fears of many newspapers regardlng the
competitive effect of radio broadcasting were, in part,

realized as an increasing number of readers spent great

amounts of time by the radio. However, for the most part, .
they alss read the ‘newspaper. Radio flourished, primarily
as an entertainment medium. See Sterling and Kittross, pp.

79-93, 124-125, and 132-135. See also Lichty and Topping.

Y
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MBrosdcasting profits continually increased during

the Depression years. In many cases, radio station
advertising growth was greater between 1929 and 1933

than later, See Barnouw; pp: 235-145; Foster, pp. 74-75;
and, Sterling and Kittross,; pp. 112-114: See also Lichty
and Topping. '

, 5The number of radio stations in the United States
increased from 76 in July of 1922 to 732 in March of 1927.

See Barnouw, p. 91 and 209. For an example of later radio

station growth, see Foster, p. 90.

’6ihéré are nearly 6,000 AM and FM, commercial and non-

commercial radio stations operating in the United States

today. _See Broadcasting/Cable Yearbook 1982 (Washington, .
D.C.: Broadcasting Publications, Inc., 1982).

~ 7sSee Harold Niven, "The Development of Broadcasting
Zducation in Institutuons of Higher Education,;" Journal .
of Broadcasting 5,‘No;”27(19§;§;7pp;,241f255§ and; Leslie
Smith, "Education for Broadcasting, 1929-1963;" Journal

of BRroadcasting, 8, No. 4 (1964), pp. 383-384.

~ BSee Richard C. Brand, “The Status of College and
University Instruction in Radio Training," Quarteriy
Journal of Speech, 28, No. 2 (1942), pp. 156-160; Nivenj;

Smith; and, Harry M. Williams, "The Status of Courses in

Radio,” Quarterly Journal of Speech; 38; No: 5 (1949);
pp. 329-333. :

 9See Sydney W. Head and Leo A. Martin, "Broadcasting
and Higher Education: A New Era,” Journal of Broadcasting;
1, No. 1 (1955/57), pp:. 39-45; Sherman Lawton, "The .
Principles of Radio Speaking," Quarte Journal of Speech;
16, No. 3 (1930), pp. 255-277; Uonald W. Riley, "The
Place for Radio in the Speech Curriculum Today;" Quarteriy
Journal of Speech, 24, No. 4 (1938); pp: 622-627; and, Harold
Weiss, "Implementing a Radio Course," Quarterly Journail of
Speech, 32, No. 3 (1946), pp. 335-339.

105se Niven; and~ Smith.

117he growth and development of broadcasting education

was recorded by Niven in survevs of American colleges. and
universities from 1956 through 1975: See Harold F. Niven: =
"Co.leges and Universities Offering Coursework in Radio _and
Television,"” Joirnal of Broadcasting, 1, No. 1 (1956/57),

pp. 97-110; "Colleges and Universities Offering Course

Work in Radio and Television, 1957-1958;" Journal of _
Broadcasting, 2, No. 2 (1958), pp. 163-178; "Fourth Annual
Survey of Colleges and Universities Offering Course Work
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in Radio and Television, 1959," Journal of Broadcasting,
3, No. ¥ (1959), pp. 353-380; "Fifth Annual Survey of

Golleges and Universities Offering Coursework in Radio

and Television, 1959-1960," Journal of Broadcasting, 4; .

No. 4 (1960), pp. 339-354; "Sixth Survey of Colleges and
Universities Offering Courses in Broadcasting; 1960-1961,;"
Journal of Broadcasting, 6, No: 1 (1961/1962), pp. 59-74;
"Seventh Survey of Colleges and Universities O0ffering
Courses in Broadcasting, 1961-1962," Journal of Broadcasting,
7, No. 1 (1962/1963), pp. 69-86; "Eighth Annual Survey of
Colleges and Universities Offering Courses in Broadcasting,
1962-1963;" Journal of Bro%ggggzigg. 8, No: 1 (1963/1964),
pp. 63-86; "Ninth Survey of Colleges and Universities
Offering Courses in Broadgastin%;,1964—1965;ﬁrﬂournal,bf
Broadcasting, 9, No. 1 (1964/1965): pp. 55-80; "Tenth

Survey of Colleges and Universities Offering Courses in.
Broadcasting, 1965-=1966," Journal of Broadcasting; 10; No.

3 (1966), pp. 229-256; "Eleventh Survey of Colleges and_
Universities Offering Courses in Broadcasting, 1967-1968;"
Journal of Broadcasting, 13, No. 1 (1968/1969); pp: 69-
100; "Twelfth Survey of Colleges and.Universities Offering
Courses in Broadcasting, 1969-1970," Journal of Broadcasting,
14, No., 3 (1970), pp. 337-376; "Thirteenth Survey of Colleges
and Universities Offering Courses in Broadcasting, 1971- ;
1972," Journal of Broadcasting, 16, No. 3 (1972), pp. 33%1-

370; and; "Fourteenth Survey of Colleges and Universities
o0ffering Courses in Broadcasting," Journal of Broadcasting,
19; No. 4 (1975), pp. 453-495. See also Dale N. Anderson,
"An Analysis of the Radio-Television Training Programs in
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“25earches of Dissertation Abstracts International
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Microfilms Internatlcnal, 1979).

460he notes, reference list, and/or bibl:z ography from
each thesis, dissertation, paper, article, manuscript, etc.
was examined for further references. For example Smith;
and Niven, "The Development...." ‘ '
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5L"B::'eadcast managers at WEIC, Charleston Illinois; :
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completed tr initial pilot study instrument.



BIL-IOGRAPHY

Aarnes, Hal: "Training for Radio." Southern Speech
Journal, 13, No.1 (1947), pp:. 14-20.

Able, John D: and Frederick N. Jacobs. "Radio Station

Manager Attitudes Toward Broadcastlng Graduates."

iggmaLaLBmadcasxgg 19, No. 4 (1975); pp. 439

Agostina,; Donald E. "Growth is Justified." Feedback,
19 (1977), pp: 3-4. —_

Avery, Robert. K "Where We've Been and Where We're Going

(or need %o go) in Broadcast Education.”" Public
Ee;eeemmun;cat;ens 3 (1976). pp. 32-35:

Allen Melvin: "Radio Announc1ngw A New Speech Technlque.

Southern. sPéééﬁ49ma; L, No. 2 (1938), pp. 1-4,

Anderson, Dale N. "An Analy51s of the Radio-Television

Training Programs in Institutions of Higher Education."”

Diss. ‘Michigan S+*ate University 1960.

Babbie, Earl R. 7SupvevaesearchmMethods. Belmont;, Califcrnia:
Wadsworth, 1973. _

Backstrom, Charles H. and Gerald HurQQZCesar. Survey .
Research, 2nd ed. New York: oohn Wiley and Sons,
1931.

Ball “Thomas M. "Proposed Evaluative Criteria Constructed

from Selected Factors Essential to a Sound Broadcast

Education Program in Florida's Community Colleges."

Diss: University of Florida 1971.

Béfﬁbg@;igfik;: The Qolden Wehs: A Historv of Biééaégéiiﬁé'
in the United States, Volume II--19033 +p 1953, New
York:, Oxford Unlver51ty Press, 1968.

Lnthe _United Staft;esT Volune III--frem 1953, Newr
York: Crsfnrd University Press, 1970.

g 8,;
L%



77
Tower of Babel: A History of Broadcasting

in the United States, Volume T—-to 1933. New
York: Oxford University Pres 1966.

Berkman, Dave I. "The Undergraduate Curriculum in
Broadcecasting: An Annotated Bibliography." uournal
of Broadcastinz, 6, No. 3 (1962), pp. 269=27

) "The Undergraduate Curriculum in Broadcastlng:
Ite History and Curreént Status.” DisSs. Néw York
University 1963.

Biggar, George C. "What the Radio Station Manager Expécts
of the Colleges:" Quarterly Journal of Speech, 33,
No. 2 (1947), pp. 196—201.

Bittner,; John R. “Research Training in Undergraduate

Brondcasting Curricula." Western Journal of Speéech
Cor nieation, 37, No. 1 (197L4), pp. 36-50.

Blum, Richard A. "UtlllZing Proféssionals in Broadcast
Education:” Unpublished paper, 1975 (ERIC: ZD 115
.298). '

Brand; Richard C. "The Status of Collegz and University
Instruction ir Radio Training." Quarterly Journal
of Speech; 28, No. 2 (1942); pp. 156-160.

Broadcasting/Cable Yearbook 1980. Washington, D.C.:
Broadcasting Publications, Inc.; 1980.

Busby, Linda J. "The importance:of Teachlng "Social
Reépdﬁéiﬁiilty of the Media." Public Telecommunications
‘Review, 7 (1973), pr. 21-23.

Cariisle,; Robert, D:B. "Poor Reception for Broadcast
Graduates." Change; 8, No. 3 (1976), pp. 50-53.

Coffroth, James M. “The Status_of Broadcast Courseés in )
“the €College Zurriculur.." Diss. Arizona State Unlverswty
1974, :

Cook, 'nomas D. and Charles S. Reichardt, eds. Qualitative
é_d”Quantltative Methods in Evaluation Research.
Beverly Hills, Californla: Sage,; 1979.

Creech, Kenneth C:. and Steven A. Raucher. “Experience
valued More than a Degree." Feedback, 19 (1977),
pp. 9-10. |

Cumulative Suvject and Author Index to Volumes I=XV of
ﬂasters Abétraets Ahﬁ Arbor. Mlchlgan University

\\

s. 8‘;




78

Current Index to Journals in Education. Phoenix: Oryx
Press, 1969-1981.

DeSaritc, Robert J. "A Study of Undergraduate Mass
Communication Ppograms in the United States." Diss.
University of Northern Colorado 1971.

Dissértation Abstiracts Internatioral, Humanities and Social
Sciences. Ann Arbor; Michigan: Unive.sity Microfilms
International; 1935-1981. .

bude’k+ Lee J. "Pragmatlc Prooo'als f01 - nfessional
Pedagogy in Education {_.r Broadcastlng. Unpubllshed
paper; 1975 (ERIC: ED 11P070).

Dunn, Michael W. "A Descrlptlve tneiy-is of the'
Characterlstlcs, Positions Obta.: d, and Perceptions
of the Broadcas§7Currlculum of the Graduates of the
the Unlver31ty of M1551551ppl " DlSS. University- of
Mississippi 1980. ' :

Dybvig, Eugene. "Educator Asks Broadcasters to Give Young
Coilege Graduates a Break." Feedback, 19 (1977), pp.
'3— .

_tion Index. New York: H.W. Wilson, 1929-1981.

15

imoré; Gdr” “nd C. _"Charactéristics of Five Types of
Departrzats. Which Grz~t the Bachelor's Degree with
a Major Emphasis in Telecommunications: Radio-
Television-Film." Diss. Ohio University 1979.

|

_ vCurricula. Wthh Maximize the Marketaballty
of Graduatés in Tel ecemmunications: Rad10—Telev151on-
Film." Unpublished paper, 1981 (ERIC: ED 201021)

Eméry; Waltér B. "The Currert Status of Educational i
Television." _Quarterly Journal of Speech 3%, No. 1
(1953), pp. 173-186.

Znos, "Richard L. and Jeanne L. McClaran, eds. A Guide to
Doctoral Dissertations in Communication Studies and
Theater. Ann Arbor, Michigan: University Microfilms
International, 1978.

Fang, Irving £. and Frenk W Gerval. "A Survey of Salaries

and Hiring Prefercnces in Television News." Journal
of Broadcasting, 15, No. 4 (1971), pp. 421-433,

Federal Radio Education Committee.. "Professionul Training
for Radie in Collége Courses." Quartérly Journal of
Speech, 31, No. * (1945), pp. 338-340.

5



79
Fellows, Harold E. "Memorandum to a Student of Broad-_
casting." Journal of Broadcastinz, 3, No. 3 (1959),
pp. «08=214,

Foster, Eugene S. Understandlng Broadoasting, 2nd ed.
Reading, Massachusets Addison-Wesley, 1982.

Franz, Dennis L. Who Would Ever Think to Ask Froadcasters
About Broadcast fducation. Colby, Kansas: Colby
Communit:* College, 197%4.

Freeman, Douglas N. "Teaching Mass Comminication:
Instruction Regarding the Social Infli2nce of the.
Media." Communication Education, 27, No. 1 (1978),
pp. 1-8. L

- s = - - - - P -

Funkhouser, Edward T. "A Study of the Job-Related Goals
of Those LEntry--Ievel Posltions in Broadcagsting as
Perceived by Students of Broadcasting, Broadcast
Educators, and Station Managers." Diss. Ohio
University 1979.

Guba, Tgon G. "Criteria for Assessing the Trustworthiness
of,Naturalistic,lnquiriés."W _Educational Corimunication
and Techuclogy Journal, 2 (1981), pp. 73-97%.

"Naturalistic Inquiry." Imgrov1ng7ﬁuman_
27

Ierfo;mance Quarterly, 4 (157¢),. po.

e — = and Yvonna S. Lincoln. Effective Evaluatlon
Improving the Usefulness of Evaluatlon Results Through
Responsitle and Naturalistic &pproaché&. San Francisco:

~

Jossey-Bass, 1981. , s

Guback, Thomas-H. "Emplcyment Practices and Edunational
Preparatlon for Broadcasting." Joarn~1 of Brcadcasting.

Greene, Robert J. "Broadcasiing: Does it Belorig in the
Department of Speech? Traditional Concepte in Spesch
and Broadcasting." Unpublished paper,; 1973 (ERIC:

ED 085795). : : :

Haakenson, Robert. "How Much Should Industry Practices °
Influence Our Teaching of Broadcasting?" Centrai
States Speech Journal, 9, No. 2 (1958), pp. 15220.

' Haynes, Richard¢ B. and Singer Buchanan. "Study Suggests .
Balanced Approach Between Humani- ;ies, Technical Skills."
“ Feedback, 18 (1976), pp. 16=197 "
Héad;”Sydney,W. and Ieo A. Martin. "Broadcasting and
‘"Higher Education: A New Era." Journal “of Broad-

casting, 1, No. 1 (1956/1957). pp. 39-45.
5




80

Higbee, Arthur L. "A Survey of Att1+udes of Selected

Radio and Television Broadeast Executives Toward the
Educational Background and Experience Desirable for

Broadcast Employees." Diss. Michigan State University
1970

Howe, F. 7irginia. "Detzrmination of the Relative Importance

vf Itcems of Content and Practice in Radio and Television

Training Programs:" Diss. Boston University 1958.

Hudsorn, Jerry G. "Commerical Broadcasters' Perceptions

of Ent;yflevel Employment. Requirements for College
Graduates in the Broadcast Indur.ry.": DlSo- North
Texas State University 1980.

Hulbert, James H. "An Tntroduction to the APBE-NAB Broad-

casting Empl&yment Study."”_ _Jourmal of Broadcastlng
6: No. 2 (1962),; pp: 163- 168,

Hunter, Armand. | “Eaﬁééfron,for,Radio.ﬁﬁ,éuartériy Journal

of Speech; 30; No: 3 (1944), pp. 299-306.

dunter, Charles F. "The Radio Program Plannlng Course."

Quarterly Journal of Speech, 36, No. 2 (1950), pp.
209-213, .

Hybels, Saundra. "Feedback Forum: Broadcast Academics

Versus Prcfessicnals." Feedback. 19 (1977), pp. 12-=
13, , B

Jamleaun. Kathleen M. and Andrew D. Wolvin. "Non-Teaching
Careers in Communlcation. Impllcatlona for Speech

Communication Curriculum. Communication Education,
25' No: 3 (1976)' pp 283-091 4 T )

Jankowski, Laurence J. "Gompeten01es for Inltlal Positions

in Broadcast Journalism as Perceived by Radio and

Television News Directors and College . ‘Broadcast

fducators.™ Diss: University of Toledo 1980.

Johnson, Stuart P. "An Ear;y_v;ew of Broadcast Educafion

Programs in Seiected Junior and. Communlty Colleges;
Thesis University of Illinois 1968,

Kittross, John M. A Bibliography of Theses and Dissertations

in Broadcasting, 1920-1973. Washington, D.C.: Broadi
cast rducation Association; 1978. :
Koon, Cline M. *"Teaching Broadeasting Radio News, 15
(1933), p. 267.
Krestinger, Elwood 4. "Telev1s1on Tfraining: leerai Arts
Versus Professional School." . Quarterly Journal of

SEEeGh, 43' NO 2 (1957)n PP. 175 178'

¥ 8:7



81
Kucera, Goeffrey Z. "Professional Educaticn for Broad-
casting."” Journal of Broadcasting, 7; No. (1963),
pp. 123-133.
Lawton, Sherman P. "ﬁischéfgefbfmgfééaéééf,SEéiion,Emplqyees.‘
Journal of Broadcasting; 6, No: 3 (1962), pp. 191-196.

_ "The Future of Students in Broadcasting.® -
Joumal of Broadcasting, 6, No. 4 (1962), pp. 355-
5 .

|
[+

\O

W

_ .. "The Principles of Radio Speaking:" Quarterly
Journal of Speech; 16, No. 3 (1930), pp. 255-277.

Liber, Irvin S. and Kenneth Harwood. “Some Results of
Higher Education for Radio and Television." Southern
Speech Journal, 21, No:. 1 (195%%; pp: k7=51.

Lichty, Lawrence W. and Malachi C: Topping: American

Broadcasting: A Source Book on the History of Radio
and Television: New Jork: Hastings House, 1975.

Lindop; Boyd E. "The University and Radio Education: =
» opportunities and Their Acceptance.” Diss. University

of Catifornia-Los Angelew 1953.

Linton, Bruce A. and Victor " 'rn, Jr. “Broadcasting in
the iidwest: A Vocati..ixi Survey."  Journal of
Broadcasting, 3, No. 1 (1958/1959), pp. B5-53.
‘Malton; Ronald dJ. Index to Journals in Lommunication Studies
through 1979.. Annandale, Virginia: Speech Communication
Association, 1980: S :
and Irene R: Malton: Index to Journals in
Communication Studies through 197h. Falls Church,
‘Virginia: Speech Communication Association, 1975.

Mass Communication: A Dissertation Catalog. Ann Arbor,
Michigan: University Microfilms International, 1979.

McCavitt, William &. Réﬂiéﬁéia7TQ;M~A;Seléctéd,Bibiiography.
Metuchen, New Jersey: Scarggrow Press; 1978.

yision in a ]
gtional  Broad-

Meeske; Milan D. -*Teaching Radio-Tel

Department of Communication:"”

Merenda, !srilyn D. Speech Communication znd Theatre
Cias=ified Bibli ~hy of Theses and Dissertati

:_\ 'y _ Su



82

Newman, Isadore. Basic Procedures in Condueting Surv;g

Research. Akron, Ohio: University of Akron; 1976.

Niven, Harold F. “Colleges and Unlver51t1es effering

CourseWOrk in Radlo and Telev151on. Journa1 of

~ . "Colleges and Universities foerlng,QQQgéé
Work in Radio and Television, 1957-1958." Journai
of Broadcasting, 2, No. 2 (*958). pp. 163-178.

., "The Development of Broadcasting Education

in Institutions of Higher Education." Journal of
Broadccosting, 5: No. 2 (1961), op. 241-250.

., "Eighth Annual Sugygg of Colleges and
Universities Offering Courses in Broadc stlh o
1962-1963:" Journal of Broadcasting, ? 1 (1963/
1964), pp. 63-86. ' '

"nleventh Survey of Colleges and Universities

VOffering Courses in Broadcasting, 1967-1968:" Journal
of Broadcasting, 13, No. 1 (1968/19695,_np. 69-100.

., "Fifth Annual Survey of Colleges and

Universities Offering Course Work 1i:i Radio and

Telev1sion.,1959 -1960:." Journal of. Broadcasting,
4, No. & (196C); pp: 339-35%:

_. "Fourth Annual Survey of College§ and

"Universities Offering Course Work in Radio and

Telev1s1on, 1959." Journal of Broadcasting, 3,
L (1959), pp: 353-380.

e — "Fourteenth Survey of Colleges -and Univer51t1es

Offering Courses 1n Broadcastlng." Journai of Broad-.
casting, 19, No: 4 (1975), pp. 453- 495 '

. "Ninth Survey of Cg;;eges and Universities
Offering Courses, in Broadcasting, 1964-1965."
Journal of Broadcasting, 9, No. 1 (1964/1965), pp.

55-80.

e _ . "Seventh Survey of Colleges and Un1versxt1es

Offering Courses in Broadcasting, 1961-1962." Journai
of Broadcasting, 7, No:. t (1962/1963). pp: 69-8¢€

. "Sixth Survey of- Golleges and Universities

Offering Courses in ® adecastin 1960-1961." Jo irnal
of Broadeasting, 6, - 1 (1961/ 1962), pp. 59-7

-3



83
"Ténth Survey‘of Colleges and Unlver51t1es

Offering Courseés in- Broadcastln% 1965-1966." Journal
of Broadcasting, 10; No. 3 (1966), pp. 229-256.

. "Thirteenth Survey of Colleges and Unlver51t1es
Offering Courses in Brdadcasting, 1971-1972." Journal
of Broadcasting,, 16, No. 3 (1972), pp. 331-370.

. "Twelfth Survey of Colleges and Universities
"5ffering Courseés in Broadcasting, 1969-1970." Journal
of Broadcast.ng; 1%, No. 3 (1970), pp. 337-376.

Otiver, William J. and Richard B. Haynes. "What Radio and
TV Managers Want in the Broadcast Curriculum.”
Communication Education, 27, No. 3 (1978), pp: ?28-L

23

. "Attitudes oi Radio and Television Managers
Regarding Collegé Broadcast Curricula." DLiss.
University of Mississippi 1977.

olsori; Thomas O: "Broadcast Education Needs Re- enphasis
on Liberal Arts." Fes mank, 18 (1976), pp. 1-4;

orlix, Peter B: . "Teach cast
PBrama; 23; No. 1 [ pp. 16

Spééch;" Speech and
19

t rince, Paul. "Thoughts crr a_ Broadcast Undergraduate
: Gurriculum. Educational Broadcastlng Review, 7

(1973). pp. 99-101.

Patton, Michaél Q. Qualitative Zvaluation Methods: Beverlyr:\
Hilils, Callfornla. ~ Sage, 1980. i

Rider, John R._ Your Future in Broadcasting. New York:
Arco, 1977

Riley. Donald W._ "The Place for Radio in the Speech
Curriculum Today." - Quarterly J-urnal ~f Speech, 24,
No. 4 (1938), pp. 622-627.

Robb, Scott H. Television/Radio Age C mmunication Course-
book. New York: Communications zesearch Imstitute,

1978 .

Rdbbiﬁéﬁ Buren. "Spec1f1c Broadcast Training for the
Student." Journal of Broadcasting, 6, No. & (1962)m
po. qu—BUS.

Salois, J. Paul. "Prefers H.S. Grads." Feedback, 18
(1977), pp. 14-16.

AN



8y

Scanlan, s  Television snd Departments of Spéech.”
Quartog i ouarnal 27 5o ech, 30, Nco. 2 (191'4’}4'): Pp.
150-30F

Shelby, Mauri:-z E. "Television and. Radlo as ‘Social and
Behsavior ~. Sciences: A Revolution. ' Educational

Broadca3ting Review; 7 (1973), pp. 21-23.

Shipman, Irene K. "Guidelines for the. Developmeni of a

Graduate Program at the Master's Level in Mass

Communication at Four Year Colleges and Universities."”
Diss. Unlver31ty of haryiand 1977.

§mith,,Georgewm. ‘Broadcast Sales Tralnlng in Higher
£ducation: A National Survey of Commercial Radio

Sal%s Managers." Diss. Northern Illinois University
1978. ,

Smith, Leslie: “Education for_ Broadcasting, 1929-1363."
Journal of Broadcasting, 8, No. 4 (1964), pp. 3873=398.

Smlth F. Leslie. Perspectives on Radio and Television:
An Introduction_to Broadcasting in > in the United States.

New York: .arper and Row, 1979.

Sparks, Kenneth R. A Bibiiography of Doctoral Dissertations
in Television and Radio through 1 61. Syracuie. New
York: Newhouse Gommunxcatioﬁs Center, 1962.

Speech and Hear;ngfmgAgﬁlsseratation BlblloggAphzI A
Arbor, Michigan: University Microfilms International,

. 1979,

Spot Radio Rates and Data; Vol. 62. Skokie, Illinois:
Standard Rate and Data Service, 1980.

Spot Radic Small Markets Zdition, Vol. 5. Skokie; Illinois:
Starndard Rate and Data Service, 1980..

Sterling, Christopher H., and John M. Kittross. Stay Tuned:

A Cone;sefHLsigry,of American Broadcasting. Belmont,
California: Wadsworth, 1978.

Summers, Harrison B. “Instruction in Radio and Television

in 25 Selected Universities." dJou:.:ai of Broadecasting,
2, No. 4 (1958), pp. 351-368.

"Professional Training and the College Educator.’

Journal of Broadcasting, 1, 4 (1957), pp. 384-388.

Taylor, James S. “"Broadcast EdueationWas Career Preparation--
How Cood is It?" Central States Speech Journal, 27,
No. 1 (1976), pp. 59-69:

9.



85
Thesaurus of ERIC Bgssfiptbfs; éth ed: New York: Mac
MiItan Information; 198¢.

Tiemens,; Robert K: "The Battle for the Broadcast Curriculum.”

Western Journal of Speech Communlcatxon, 39, No: 3
(1975); pp. 184-190.

Tinnea, John W. "A Radio Station Manager to Teachers of
Speech."” Quarterly Journal of Speech, 33, No. 3
(1947), pp- 33E-335 -

Tooke, Roland V. "The Future of Students in Broadcasting."
Jgurnal~o£f3¢oadcast;ng, 6, No. 4 (1962), pp. 360-

362

Tucker, Raymond K., Richard I. Weaver II, and Cynthia

Beffyﬁéﬁ Fink. Research in Speech Commuﬁ;cat;cn.
Englewood Cliffs,; New Jersey: Prentice-Hall, 1981.

Tyler, Tracy F. "An Appraisal of Radio Broadcasting in

the Land-Grant Colleges znd State Universities."”
Diss. Columbla University 1933

U.S. Office of Zducation. Resources in Education. Phoenix:
Oryx Press, 1975-1961. ,

Viamonte, Daniel Jr. "An Introductory Study of the Status

and the Trends of Radio and Television Activity in

Accr:ziited Two-Year Institutions in the United States.”

Diss: Wzyne . 3tate University 1969.

Weiser, Jchr C. "Radlo/Tv Programs: A Broadcaster's

Vlew A Tilot Study."” Unpublished paper, 1975
ERIC: ED 116439,

Weiss, Harold:. “"Implementing a Radio Course." Quarterly
Journal of Speech; 32, No. 3 {1946), pp. 335-339.

Whan, Forest L.. "Colleges and UanQrSltles Offering
Degrees in Radlo and TV: An Analygis.” J urnal
of Broac~asting, 1, Vo: 3 (1957), Ep 278-2873

Wible,; DParrell E. "The Indiana Report: What 320 Proad-

casters Think about Radio and TV Academic Programs
in Higher Education:” Unpublished paper, Ball State

University, 1975.

#:1kins; Charles K. "Attitudes and Predictive Ability of
Managers of Aif Rad*o Stations in Small Jingle-
Statxon Markets: Diss. Hnwversfty of Tcah 1971,

Williams, ¥srry . “The Status (f Courses .. -7 ... °
Quartarly Jnurnal of Speech, 38, No. 5 | et y
329-353. :




36

Nlllls, Zdgar E. "A General Hniver51ty Educatlon for the

Broadcasting Student." Journal of Broadcasting, 6,
No. 4 (1962), pp. 340-344:

. "Research in Radir :wid TV." Quarterly Journal
of Speech, 41; No: 3 (i°25  rp. 261-270.

Wilson, George P: "A Produciion-Oriented Curriculum.”
Educat;onalgieleylslon, 2, No. 10 (1970), pp. 14=17,

Wimmer, - - :r D. "An Approach o Teachlng ‘Radio Broad-
c:. ©.rw " Communication f£ducation; 25, No. 2 (1976)
p..oc 2-174;

Zeiss, Paul A:. "Ascertaining Desirable Compet9n01es of

Broadcast Announcers, €urriculum Development."
Unpublished paper, 1977 (ERIC: ED 180448).



APPENDIX A
MIDWEST RAD:iO SURVEY QUESTIONNAIRE




87
EASTERN ILLINOIS UNIVERSITY

CHARLESTON, ILLINOIS 61920
DEPARTMENT OF STEECH COMMUNICATION

Midwest Radio Survey

Directions: Please respond to questions as indicated in each item.

A: Less than 2 years
B. 2 to 5 years
€. 6 to 9 years
D. 10 to 15 years
E. More than 15 years
2. At what age did you become » station or general manager? (Circle the correct

B. Between 25 and 2% years of age

C: Between 30 and 34 years of age
D. Between 35 and 39 years of age

E. Between 40 and 45 years of age
F. Beyond age 45

2. How long have you been a station or general manager? (Circle the correct response.)

A. Less than 2 years
B. Z to 5 years
C. 6 to 9 years
D. 10 to 15 years
E. More than 15 years .
4. What wat vour primary area of radio experience; prior to your becoming station

or general manager? (Circle the most appropriate response.)

. Sales

Programming

Announcing

Production

News

Eanglneering = =

Bookkeeping and Accounting

Otheér, please specify -

LG TMATIICS IO T (e

5. Did ycu attend a college or university? (Circle the correct response.)

A. Yes B. No
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6. If you answered "yes" to questfon number 5, which statement below best
describes your college educatfon? (Circle the most appropriate response.)

Some college study in broadcasting but no degree was earned
Some college study but no degree was earned )

Two-year college degree in broadcasting was earned

Two-year college degree was earned )
Four-year college degree in broadcasting was earned
Four-year college degree was earned o ]
Graduate study in broadcasting with advanced degree earned
Graduate study with advanced degree earned ]

Graduate study F*t no advanced degree was earned

:-O‘Ilmw"mrwc;nlwlb;

7. If you answered “sos" tc ouestion number 5, do you feel that you college
education has - ited your radio career? (Circle the correct response.)
A. Yes B: No
8. How many fndividuals are employed on a full-time basis on the staff of your

current radlo station? (Circle the most appropriate response.)

Fewer than 5 persons

5 to 13 persons_

14 to 24 persons
25 to 40 persons
More than 40 persons

For questions 9 throuck 11, please rank in order of impor’3rnce the entry-level
radfo skills for news, announcing, and sales pe:sonnel. (Use a numerical scale
with the number "1" representing the most important and rank these skills from
most tmportant to least important by placing the appropriate numcer in the space
to the left of each skill.

9. Rank the following entry-level radic ski'ls for news personnel.

On-air delivery

Newswriting o L
Typing proficiency of at .- <= * =.p.m.
Understandi' » of FCC Rules an. wxugulations
Ab11ity to ogerate broadcast equipmcrt
Knowledge of ratings

Production technique

. Interviewing technique -

Awareness of competitive media

News gathering -

Others, please specify o

1

|
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10. - Rank the followtrg entry-level radfo ski{11s for announcing personnel. -
' A On-atr delivery:
—— B. Copywriting e izs .
——C.Typing proficiency of at-least 25-w;pms - -
— D. Understanding of FCC Rules and Regulations
— E. Ability to operate broadcast .equipment
— F. Knowledge of ratings_ o
—___ G. 'Broadcast engineeriny -
——— H. Production technique -
1. Awareness of competitive media
J. Others, please specify - : S
11. Rank the following entry-level radfo skills for sales personnel.
" A. On-atr delivery .. ’
B.' Copywriting o - '
C. Typing profictency of at Teast 25 w.pm. . .
- D. Understanding of FCC and FTC Rules and Regulatioms
o E. Abi11ty to operate broadcast equipment D
F. Production technique _ I s :
4 G. Awareness of competitive medfa ' . o L K
~_ H. Marketing technique = = . o o
____ 1. Others, please specify -
For questions 12 through 14; please rank in_order of importance the radio industry

characteristics of success or long-term employment for news, announcing, and sales
personnel. (Use a numertcal scale with the number "1" representing the most important
and rank these skills from most important to least important by placing the appropriate

number in the space to the left of each characteristic.)

12. Rank the following radio 1ﬁaﬁ§tiy characteristics fbr_sucéééé or 166§;féﬁﬁ
employmetn of news personnel. ' .

Community- involvement
Aggressiveness . N
Responsibility and dependability
Inttfative and dedication '

Quality of on-air delivery

'yping proficiency of at least 25 w.p.m.

Understanding of FCC Rules iﬁd‘Régﬁlitiéns

Newswriting ability . .
Interviewing technique quality .

Abi11ty .to operate bi:nacast equipment effectively

Quality of production technique

Depth of awareness of‘competitive medda -

Depth of news gathering

W111ingness to‘QCCEngconEtrﬁcfiVé'EFifi@jsm_

. Others, please specify

|
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X —
\ : —

. E ,7 7.77. — 77.7 7.” 7l — . — —
- CONTINUE ON THE BACK OFcTHIS PAGE. E}f E;_Q




v .

IR »

13. Rank the beIewing radio industry characteristics for success or 1of
emp1oyment of ennouncing personne1 : )

Y
AY

Community invoivement o o . ,
‘Aggressiveness. . : e A T —
Responsibi1ity and- dependa531ity o ‘““”'””*f'*”‘“”“””"””’”” T
Inttfative and dedication- '
"Quality of on-air delivery::

I
L T

%

L 2

Typing proficiency of at. Teast 25 w. th.

Understnading of FGE@Ru1es and Regulations

/ hugih g S

EopyWriting ability -

ABi1ity to operate bﬁoadcast eguipment effective1y

'

Broadcast -engineering knowledge ' P S

Quélity of productfon technique:’

- Depth of awareness of competitive medi
1

) a_ -
.N111ingness to* aocept constructive critiefsm L

DEIrXCreTomm
LA
S

Otﬁers. p1ease spec

I I‘;Hl'l l' [

14, Rank the following radfo intlustry characteristics for success. o

Ac  Community - invoivement

. Aggressiveness
C\.. Responsibil{ty and dependabi1ity
D. “InTtfative and dedtcation -* - , _
E. Qualfty of on-air. delivery o
F. Typing- proficiency of ‘at .Jeast 25 w.p. m. ’ ' _
6. Understanding of FCC and FTC Rules and Regulations
H. Copywriting ability = g
I. ‘Ability to operate:broadcast equipment effectively
J. Quality of prodgction technigue s
K. Depth of awarendss of competitive mbdia . .
L. Willingness to accept constructive criticlism
M. Creativity of marketing strategies and.fechniques
N. Knowledge of current marketing techniQues R B he
0. Others, p1ease specify : Lo

l Al |'| ] l'lHl

. . EN . B A » Q— .‘ R |
For questions 15 and 16, rank the vocations in orier of importance as’ requested ] -
in each item. (Use a numerical:scale with-the number "1* representing the most :

- important and rank these skills from most important to least important: by p1acin§ 2
the appropriate number in the space: to the left of each position ) s
15. Rank the following vocations from’fithin your ra&io'station in terms of %'3 S
~ the positions which you find most difficu1t to fi11 . ‘ S
.-— A, <Engtneering >' : : S S,
B. News ' : L S . -
C. Announcing g - ST o
D. Sales . . | T S
E. Clerfcal ' v - . S
F. Other, p1e§se specify———fufee;;mmeeﬁﬁm S S P \
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.!i‘iGe. Rank the ?olloning vocations from within your radto statton, 1n terns of

1. the position which most frequently.must be filled. »
A ) . : : : {.
‘ A Eﬁg?neering o ! . I ;o

:B;, News .~

v = €. Apnouncing
A ; Sq]es

. 7 —— E. Clerical . ‘ o :
Lo .- ogper, p1ease specify : S IER

pst appropriate response designaiing |

jnf.Forxguestions 17 throughbe, circle t e
'"the average, weekly, approximate sala 4 f r all fu11-time emp1oyees of each

ﬁl»position at your: radfo, station. L 7 . N
?} 17. Engineeriog employees : [ , o o \
e T : . : L
Lo g“?g;‘,under $150.00 per week : S '
Lo B.- ' Between $151.00 and $200.00 weekly . L
) “" C,7 Between $201.00 and $274.00 weekly . .
4 .+ Di?:Between $27500 and $350.00 weekly
x i . :E~ :Between $351.00 and $424.00 weekly -
f . F, .Between $425,00 and $500.00 wWeekly /¢ < ¢ v W
;Si~ More than $500 00 per week' e R

@ews employees ?

; A. Under 33 50.00_per week
"3 B 'Between{$151.00"and $200.00 weekly.
’ . €:, Betweer/ $201.00 and.-$274.00 weekly
.
E

‘,;»<<#“~
2’

;. Between $275. 00. and $350. 0 weekly
"E. -Between $351.00 and $424:00 weekly
g Gil Between $4 5.00 and $500.00 weekly
More tﬁan $500. 00 per week i

»U
. .

7 19, Announcihg emp1oyees

A. Unﬂev SISB 00 per week

' B. Between $151,00 and $200.00 weekly

' €, Betweer $201.00 and $274:.00 weekly -

D. ;Between $275.00 and $350.00 weekly -
E. .Betweer $351.00 and $424.00 weekly"
/'Between $425.00 and, $500.00 weekly

- Fy
'? G& More than $500 00 per week

]

-

’ 20 ; Sa1es emp1oypes ‘not 1nc$uding commission

Under $150 00 per -week ' ' R )
" Between $151. 00 and 5200 .00 weekly 3
Between $201.00 and $274.00 weekly

D. Between $275.00 and $350.00 weekly ‘ : R
E. Between $351.00 and *$424.00 -weekly ' ) i

" F. Between $425.00 and $500.00 weekly v 0
G;,_Hore than $500. 00 per week a y '

CBNT!NUE au THE BACK OF THIS PAGE S o e

~ - . . . P s _ ;
T \ . N\ ‘ S .
s , 9 T CL : .
f . K ! = 3 N .

A i . !




. \ - S o
92

t : e l
ﬁnnth];. approxfmate amounr of commission paid to

21. What 1s the averag’" ihe nore ald
most appropriate

sales employees at your radio. station? (61nc1e

response. ) |

) ; St o . : '
._,_Under 530 00 _pl" month oo o LInuo e e et

Between '$300.00 and $500.00 gpg;my | ]
' Between $501.00 and. $800.00 monthly . < .

Between $801.00 and $1,500.00 monthly , : , .

Betwéen $1,501.00 and $2 500.00 monthly - - B 3

- More than $2 500 00 per month L - CR e

22.: Do you give serdious consideration to'a college degree when hiring engineering.'
: news:, announcing and sales personnel at your radio station? (Circle the

-correct response.) o \ , . = S

MM OO
[ ]

" A. Yes,. 8. No. * .f' S "-- L.

N'ZSQ Do you consider a co11ege degree in radio and ‘television of more 1moortanco~
when hiring station employees than a college degree.in some other spec1a1ty :
. area?  (Circle the correct response.) ' , .

;

A. Yes. B. No

24, Do you consider a co11ege degree in radio and te1evision or professiona1

experience in broadcasting as more important when. hirin? eng{nee;ing. news, .
Circle the most o

gersonne1 at your radio station?

appropriate response
A Professiona1 broadcast experience :5’

B. A college degree 1n broadcasting

Tl = . . \

“ C. Both are considered equallv i

'b;‘Nelther is an important consideration’ §

25. What 1s the one piece of- advice you,wou18 give a person who 1s 1nterested ?
- 1n succeedfng in radio today? (Write your response below.)

LN - - . o .
. W ) . 4

. L ‘

. . y

. . . ." ‘7 ‘Z . . . P
I | : K . -

Additional Comments:

-0

-

3.

" YOU_HAVE EHEPEETEb THE QUESTIONNAIREﬁ??THANK,!QU! PLEASE RETURN THIS QUESTIONNA!RE
- IN THE ADDRESSED, POSTAGE- PAID ENVELOPE INCLUDED WITH THIS MAILING FOR YOUR CONVENiENCE

" YOUR PRGMPT R srouse FIII;I; BE GREATLY APPRECIATED! IUu S

Q




i
&

i

e y

' APPENDIX B

8T INTRODUCTORY-ORIENTATION LETTER

/
i

/

{

.,



 Department of Speech Communication —

_ - 93 . ,
. EASTERN ILLINOIS UNIVERSITY

CHARLESTON, [LLINOIS 61920 ; -

Midwest Rad1?)§?rvey' , : g o o )

s N

N February 25, 1981.
Lt Y

Dear Station or,General Manager:

WilT you please assist us?
We are conducting a survey of radio-stations in I111fots, Indiana,

"Missouri, Iowa, and Wisconsin to determine what station or general managers

‘believe are entry-level skills, long=term characteristics of success;.and

[ 1 M

current vocational needs.in the broadcast industny. The purpose of this.
research 1s both to identify current vocational opportunities for students
and to establish Undustry priorities for broadcast higher educatien. \Your
answers will gssist us in determining what changes may be necessary in our
vadio program and enable us to provide better training to our broadcast
students. The results of this study will also assist other colleges and

iniversities in adjusting their broadcasting programs to better reflect

the needs of the broadcast industry. - : .

" 1t will take you only a few minutes to complete the simple questiéns on

the enclosed questionnaire and then return 1t in yhg‘stambéd.aﬁdiaddiessea

* envelope Included with this letter. AR , .

P ¢ . L4
. . ). .

1t 1 tmportank that only you, the station or general manager, complete
this questionnatre; since all of the information 1is being gathered from a
;mgnagement.perspectivé; < , ‘ o
U . | | |
A1l replies will be strictly confidential, as_no specific_identification
between responses and respondents will be made public. The dnly published

means of 1ﬂéﬁf??1éifyﬁﬁ will be the market-size of the responding 'stations. = .

. We will greatly appreciate your returning thé completed questionnaire -
at your earljest.possible convenience (no later than March3l , 1981).- Your

<assistance 1s greatly appreciated.-

L 4

rector s
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. in the stamped and addressed envelope included

,..-lr.' .~ L e . . ] ) e o
- : ~

e EASTERN ILLINOIS UNIVERSITY

. Cm\nws-ron, Iu.mols 61920 ;

- - . f\v'

DEPARTMENT ‘OF SPEECH COMMUNICATION ;
. Midwest Radio Survey . a 7 !
- ' L o : N : i ; !

lApril 9 1981

Dear Station or Generai Manager-'

v

Recontiy we sent you a. questionnaire asking about your opinion

0 entry-ieve1 skills, long-term characteristics qf success; and = °

current vocational needs ‘in the broadcast industry. As of yet we;have '

not received your~comp1eted questionnaire.: However, your response is

' - very important to us'! Would you please take just a few minutes to .

complete the survey included With this letter? . ; ‘ s
The purpose*of this~research is both to,identify current vocationai

| opportunities for college students:and to establish thdustry priorities

for broadcast higher education throughout the midwest area:. Thus; it is

important that we receive your response,-from a management perspective,_

S ) inerease the accpracy and compréhehsiveness of the survey.

The. return envelope is coded to identify the' respondent but this
practice will be used only to deterfiine the responding station for our

.records. No specific . identification between responses and respondénts.

%iii ever be pubiished Aii responses will be- confidentia]'

Since we have missed your response from the first maiting, we

prompt assistance will fecilitate the completion of this very,practicai

research project

ProJeet Director f

a0 X

‘would greatlyappreciate your completing and rséurning this 1iestionnaire_i;"
ith this mailting. ' Your &: .
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Markets in Mi iwes ﬁer&iafSﬁiiéi '

S PR N

e —e .- AT e i

i St e o .
Chicago, §llinois =~ - = _ T T
Indianapolis, Indiana \ ' N
Milwaukee,; Wisconsin. ; Lo N .
St. Louis,; Missouri ' ’ ’ . ST
Kansas City, Missour1

Medium ~ : T

g

—

Appleton/Oshkosh Wisconsin 3~5;6'
vBloomlngton/Normal Illindl§,

- _‘Cedar Rgpids, Iowa:’ ?;,a;_; T

‘Coungil 1uffs, Iowa. R - TS
Da4g:. Moines, Iowa _ ' L C - - , :

Evansville, Indiatia - = *. .. .

Ft” wagné, Indiana

‘Madison, Wisconsin T ;'; . .

Peoria, Illinois - T ' T

Quad cities {Moline/“aqt Mollne/Rock Island, Illinois and
o Davenport/Bettendorf Iowa) S -

g Rockfcrd, Iliinois

“South Bend,; Indiana ' ) ,
_Springfieid, Mlssourl/Sprlngfield IllanlS .
gguperler, Wisconsin =~ .. _ g 5 '
erre Haute; Indiana : B
Waterioo/Cedar Falls, Io"

'

1smai 1 ) - "

‘Aii other éitiéé in Illln01s,”Ind1ana,rowa, MLssourI,_and

Wisconsin identified in the 1980 Broadcasting Yearbook as _?
having a‘:¢ommercial radio station are considered as small :

;market radlo statlon§ (excludlng all non-commercxai statrohs)
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FIVE STA#I SMALL MARKE'I‘ RESPONSES

L o Every small market. commercial redio station invlllinois.

Tt 'Indianay Iowd, "Missouri;, and Wisconsin was surveyed (503"
stations) and 290 stations returned the survey instrument

for a response rate of 58% , , AR

K; . 1. The number of years. of full time radio statiqn emplayment f
© < in which requnding managens were engaged; : o S

- A. Less than 2 yearsjlag(%%)* SV .
B. 2 to 5 years .28 cloﬁi;; ' ; ' '
v C. 6 to 9 years 33 (11%) . *
D. 10 to 15 years 55 (19%)
1 E. More than 15 years 171 (59%) S

f ...A: . Before age 25 38 (13%) i S fj;, 3
I ~ . B:." Between 25 and 29 yearslof age "89“(3152. ‘
v €. ' Between 30 and 34 years of age 71,(Z§5%> [ ».
-+ D, Between;35 and 40 ‘'years of age 49 .(17%)" Sy .
- E; Between 40 and 45 years of age 20 (7%). A )
F.. Beyond age 45 .23 (8%) L . ,’ ;&;?
3. teﬁéth of txme respondents have been a station/ enera}
managerz . : (‘ ,
. ¥ e ! T
- o A Less than Z-years 55 (19%) : 4 K
. " Bi 2 to 5 years 65 (22%)* P SRR
. S €. , 6 to 9 years .50 (17%)_ ' ,-:,,.:;U~_3,;l3:‘f---;s_w
N SR D. ‘ 10 to 15 ye&rs" L9 (1?%) R !
S * E. More- than 15 years. 71 (25%) o '. L
- b -Respon&ents primary ares of.radio experlence, prior to toel i
' becoming a station/general manager:?g s T T e
7&;, -Sa:‘!;es ‘102 (35%) . S A
B, Programming 35 €12%) T D)
- €. Announcing 15 {5%) - e s U o T
D. Production - (1%) _;ﬁ’ e e
E: News 15 (5%) P :-;-,q c
. F; Engineering 16 (6%) R _
- G, Bookkeeping and Accountxhg 8 (3%) L
H:\ .0ther (includes_ éombxnations of. above areas) ok (32%) .
I.\ .No Response 3 (1%). .'-u.' ' Co T
. 5. Atte darice at a college/unxversxty.«f,*? T Y
£ A ttengea 227 (7B%) T R DR
i . B, Id not attend 63 (22%) Y . _.';. G

. *The flrst number is the total numpeg oﬁfmgnagersfrespondxngﬁ
a8 indicateds whike the second number xs'the pe}r '
resantg;; N
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6i . Descriptions of responding managers ﬁigﬁér-édﬁcaticnsi"

. A Study in broadcasting but nQ degreajﬁarned 21 (7%)
; ‘B, Some college .study dut no degree_eafhed 52 (18%)

.o C. Two-yedr broadcasting degree earned 1

— - D. . Two-year. degree earned 7 (2%) !
T E. . Four-year broadcasting degree earned 32 (11%)
LU : . F. Four-year degree - earned

v. . G. ‘Graduate 'degree in broadoastin earned 6 (2%)
' Hi. Graduate degree earned 15 (5%? .
I. Gradugte.study but no advanced degree earned 11 (n%)-.

J. No Response . 64 (22%) . s

'

"F;ﬁg%“luvgso% of nesponding managers with a college or: university o
. education have a bachelor's degree or better.) _

?.' Dld your college education benefit your radio career? H;_:v

A 37 A Yes 188 (65%) ', BN o .5

- g .B: No 39 (13%) , -
A 'g_‘C- No Response 63 (22%) ° . SR . {

8. Number of full ‘time employees on staffs of responding
o station/general managers' radio stations: : L '

‘A, . Fewer than 5 persons 12 (4%)
_ B. 5 to 13 persons -153 (53%)
7 .“'C. 1% to 24 persons 90 (31%)
2 . D. 25 to 40 persons 32 (11%) .
- E. "More ‘than %0 persons' 1 (3%)
F;;:No Response (7%) v

' 'Questions 9 through 16 are summarized in following pages.:;}
17.. Average weekly salaries for engineering employeesz

T A. ~Under $150.00 per week 43 (15%) o
. ‘B.. Between $151.00 and $200.00 weekly 50 (17%) .
. Between 201.00 and $274.00 weekly 72 (25%
LY Doy 275,00 and $356-.00 weekly 61 (21%)
E.~ 51,00 and $424.00 .weekly "18 (6%):
F, . 25,00 and $500.00 weekly 2 (1%) - . .
; "% G,-.~More: than $500.00 per week 2 (1%) ' R
- HO No Response k2 (14%) L L -
18. Average weekly ‘salaries for news ema;oyees:;
{ _ A.. Under $1 50,00 per week ' 25 (9%) o 4
B. . Between $151.00 and 200.00 weekly 100 { 34%)
C. -;Betwebn $201.00 and $294.00. weekdy, - 114 (39%)
" D.° Betweeh $275.00 and $350.00 weekly 25 (9%) -
E. - Betweéen ,351.99 and $424.00 weekly 8 (3%)
F. Between $425.00 and $500.00 weekly O o
~ /%. More than $500.00 weekly 0 . ‘

No Reqponse 18 (6%)
. - ,' ; ‘;-'_-& 1/93(} .
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A Uﬁdef $1 50.00 per week 23 (8%)

B.  Between $151.00 and $200.00 weekly, 129 (455;
C. Between $201.00 and $274.00 weekly 3105 {36%)

"'B; Between $275.:00 and $350:00 weekly: 11 (4%)

E. Between $351:00 and 342400 weekiy = 4 (1%)é;g

' F. Between $425:00 an& $500:00 weekly 0

: ,.20.'

21,

22,

25;

. area when hiring radio Statxon personnei?

24,

“G. ' More than $500.00 per week b (1%)
'H;,_No Response 63 (22%) :

G. Moré than $500.008per week O

-H. No Response 18 (6%)

Average weekiy salaries for saies empioyees (not?

~including commxssxon):-

'A. Under $150.00 per week 59 (Zi%) R

“B: Between $151.00 and. $200:00 weekiy',?S (26%)
C: Between $201.00 and $274.00 weekly 50 $17%)
D:" Between $275:00 and $350:00 weekly 25 9%)

" E; Between $351.00 and $424.:00 weekly 10 (3%) ~

F: Between $425.00 and $500.00 weekly 4 (1%)

'Average monthly commlssion paid to'séies'éﬁpioyéési

fA.E Under $366 66 per month 26 (9%)

'B. _Between $300.00 and $500:00 monthly 54 (19%)
C. "Between $501.00 and:$800.00 monthly 56 (19%)
D. Between 7801 00 angﬁi 1, 500,00 monthly 82 (28%)
- E: Between $1;501.00 and $2;,500.00 monthly 39 (1&%)
F. ‘More than $2, 500.00 per month 7 (28)
G. -<No Response 26 (9%)

Do .you giﬁe serious consideration to a coliege degree '

‘when hirlng radlo station persaonnel?

A. Yes 157 (54%)
B. No 122 (42%)

C. No Response 11 (4%)

radio and television than a calilege degree in some

Do you give more consideration to a coiiege degree i
)

v

A Yes 13 (LER)
B. No 148 (51%) ,
C:  No Response (37)

radio station personnel?

Which is given the greatast considereﬁion wneﬁ hiring

a. 'professional Broadcast Experience iau (57%)

B. College Degree. in Broadcasting %? (1%

C. Both considered equally 95 (33

.D. Neither is an important consideration 21 (7%)

E. 'No Response 7 (2%)

3
b“ .
®
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What ig the ‘one piece of adv1ce you would give a person e

‘who % _1nterested in succeedxng in radio today?

A;_ Be w1111ng to accept construetlve crltlclsm.

B. Garn:que understanﬁlng of many aspects of radlo.

e, Specxalxze 1n,some area of radio, if plans 1nclude

a gdesire to work in a large radio station.
D. Be dedxcated and commltted to your’ 3ob.»

E. iearn in a small.radio station and work toward B ;o

‘a 1arger radio station.

F. Gaxn commercxal radlo statlon experlence whlle
in college o .

'G. Get a lxberal arts,college degree with a concentratlon

in marketxng or business and broadcastlng. 3

: Set career goals and develop a plan to achleve them.
Always des1re to learn mere.

. Always try to cooperate with co=workers. o

. .

7
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.Ordlnal Multlple Pniority Rankings ConvertEd to - R~ -
Ordinal emErlnrliﬂ Rankln s (Meaned) S ;,\i_t-:f
9. Entry-ievel radio SklllS for news personnei: A
Rank T Skllls 4*—;~1< 4,Mean,Yaiue ;
z o Newswriting .. e L2, 41 T
2 on-air dellvery ST T2k Y o
3 Others* - .. LoD 2470
4 News gathering _ - 2.7 °
.5 "~ Interviewing technique 47 Sy
6 ‘25 w.p.m. t¥yping - : . 6:03 ' S
. . proficiency : S KA T
7, Ability to operate S 6406k :
] broadcast equipment - . I
- 8. ~ Production technique . 6:32
9 ' Understanding of FCC L
o Rules and Regulations .~ . - 7:05
10 ‘Awareness of - competitive‘ Y, 7.82
o -media , PR .
5% Knowledge of ratlngs o 5.-9 51 i
10. Entry-level radio skllls for announclng personnel: - - V’},
Rank _ ° . Skll;s -~f—~7Mean Value
1  On-air depivery .~ 1,20
2y Ability to operate w. - 2.83.
o broadcast equipment - T
3 Others* c v 315
o Prcduction technlque o 2;28
i\ 5. Understanding of FCC - .70
B Rules and Regulatlons, e
: 6 Copywriting . o 5.62 T
Y AR _Awa{enass of competltlve " 6.3 .
. media S -
- 8 Broadeast engineerlng . 6.68
-9 25 wip:m: typing - ?_”é.6.9h'
N roficiency . - R
10 bﬁiédge of ratlngs e 7.47
11, Entry-ievel radto skllls for sales personnelt
.Rankhb Skllls -m——f*Mean Ialue : . =
1 ethers* - A o 1.72 0
2 Marke ting technlque , 2.24
3 - Awareness of compétitive 2.95 , ,
, ‘media - : , S
L Copywriting 4 55
o - T Production technique 5.2
' 6 Understanding of FCC & FTC: 5. 27
o Rules and Reguiations
-7 25 w.p.m., typing . 5.69 : o
B proficiency . _ , -
- 8 - On-air delivery. e . g o
9 - ,-Abﬁity to operate 112 2
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N

éﬁﬁiéj@ﬁnt'of-newS personnel; - 3

Rank | Characteristics ° - 'Mean Value
. Q,}}grs* o oo SO 2.66 M

Responsibility and ‘dependability 2:77

initiative and dedication o .3:66

lewswriting ability . b

uality of on=-air delivery

Aggressiveness = _

Depth of news gathering

Community involvement

. _ .. Willingness to accept .

S T~ constructive criticism -

10.  Interviewing technique quality

{z 11 Quality of production technique

4 12 Ability to operate broadcast

~ _eduipment effectively - _

" 13 25 W.p.m. typing proficiency 8
Understanding of FCC 9.

. . Rules and Regulations , :

i5 Depth of awareness of ' _ - 9:29
competitive media .

N
(o)
-

W o N o
NO O

WO~ O\ I &1
W N N
Voo

- ey

TR s e i 2
g

Radb industry characteristics for success or long-term
employment of announcing personnel: '

e
W,

o . S
% i Characteristics . ..._Mean Value
Quality of on-air delivery = 2:i59

Responsibility and dependability  3.34

% ?

Initiative and dedication . 3.
Others* = ok,
Quality of production technique 5.
. Ability to operate broadcast - 5.
equipment effectively ,
Willingness to accept ‘" 5. :
constructive criticism - Lo Yy

OO F o o
~J =

Q.
Q!

Community involvement .

Qe
ONOND |

Aggressiveness . =
Understanding of FCC . ° .

R -
OO Q! ~3|

[ Y=y
Wi =

Rules and Regulations -~ =

. Broadcast engineering knowledge -
Copywriting ability

Depth of awareness of
competitive media =~ @

25 w.p.m:; typing proficiency

AYoRRNR Ve Mo+ Ho RN TN 1Te N
UnNOND!
=V Y o}
'S

Hl
&
~3
Qi

H-i;
H\ )
\Dw

‘12, Radio ihdustry characteristics for success or long=term -
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14, Radio industry characteristics for success or long-term’
amployment of sales personpei: R

i )

. _Charagteristics _ - Mean Value
others* . f. . . 1.82 !
RééﬁBﬁéibxix} and dependability - 3:16
Initiative and dedication . ' 3:27
Aggressiveness = . - 3.34
Creativity ggfmgrgg§1ng , 3.88
: strateg:es angwygggnxgues.,' : o

Knowledge of curréent marketxng 473
'techniquesfiii v ] )

. .Community. involvement o 5.53
Depth of awarenéss of : .6.39
compe titive media’ o
Copywriting ability 6.60 - .
Willingness- to accept . 6.86 :
constructive criticism . S ‘ T
Understanding of FCC and FTC S SO
Rules and Regulations 9.0k
Quality of productioni“technique “9.48-

Quality of' on-air delivery - 10:06
%725 w.p.m: typing proficiency . .10.36 -
;' Ability to operate broadcast‘ «-16@u5»€ -

equ1pment effectlvely

D statlon vocatlons found most dlfflcult to fill:

e —

: Rank 77fiocanonﬂm __Mean. Value ,
R 1 Sales 1.68 L
— 2 . Engineering * 2.20 o :
3 Other* 2.25 N
L  News L2, 71 : » i
5. Announcing 3,2 o
6 Clericar . u’66.
16. Radlo statlon vocations which most frequently mustfbe
“fllled: . : S . Lo " ‘
Rank __ Vocation Mean Value - |
1 ."Announcxng 1.59 " 2
2 -  News .. 2:33 - e
. . Clerical 3:52
-5 Engineering 4,38
. *See in&iv1duaifquestlon summarles in this s'ctlon for

.7 a listing of specific "other" -responses..

f
-
[ooy
‘ll\




 Wunber of Respondentsi 258(goq) Mnber of Non-Respondentar 32(10f). «

. Biatament o fntry-levol Stld 1 Priority Ranklngs by benagers |
' | News Personnel " 11st 2nd 3 Mh 5th 6th 7th Bth th 0t .

b5 w.p.ai. Typing Ability 2/ 7% | 1/3% |15/6% By ok

|~Uﬁderstanding of FGC ‘f’,‘ ‘
Rules and Regulations' .

L o . T D e e e
e i;’ﬁ/éi%lﬁé/ﬁ{z*éé/ﬁ i?/?ﬂid/uil 31 é/'.%s?r‘ili/:é%_'--e---'-'--,
e/ iposing

lo/28 |2s [o/28 tuson oy ze/nkaa/nyasa/mm'sm/«»z %

bperation of Broadeast - - | | | | | | | | | |
1 ment - ek fesss s [t 31/12450/19451/20 31/12f18/7+5/g% |
- foniedge of Ratings - feeeecloeenJ A l0f a8 s ofrs 1o ool

Production Techniqle » | W28 (1074 | 15768 &é/‘iéf&i/"ié%ir/éikjk/iﬁié/ﬁgh%-

nterviewing Technique  [2/.7 18/7% [25/108b0/ 28 5&/21&51/12,@15’/6%573% /ek2/i4
" Conpetitive Hedia Avareness (798| 39 3/1% {8738 |10/b[23/5me/ e/ séksn/oes/nds
e Cathering Mbility /35039487168 byins| 10/78| A /28 28 | 7,38 ;
Cpthers® o RYSR | S/2R W2 (o TRt 1 2 e 1

€ot .

—_——

i - pr—

*Exanples of “other® responses 1isted by nanagers: "Kndulede of slender, Paimess guide-
lines)" "Knowledge of goverriment;" "desire to inprove;" "ability to deal with people;”
"ability fo think clearly under pressure;" “sales;" "business appreciations” "working
effectively with others;" "dependability;" "awareness of the law;" "common,gense;" *ability
- Joget along with people)’ geting along with other individuals)" "general awareness)'
*"integrity;" "accuracy;" "Local cNmmunity awareness;" "ability to wrife;" "ability to take
constructive_criticism;")/.d, "reading ability.ii | - c
9, Entrylievel'ski}is for news persomel;
T
{ ‘

_//. | | | 4,'-. o - 118
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Nuiber of Bespondez_{ts: 257(69%) - Number of Non-Respondentsi 33(11%)

Btatenent of Entry-level Skilld .-~ Priority Rankings by Mamagsts | ¢
" nouncing Persomel - flet fud rd. bth o sta 6k 7tn Bt Gih |0fh|

‘ \Péii/eéﬁé5/19g13/5% ":4f'-;33?r435;1i;;;::£::::ﬂ::::;;1/,3%'3‘3ﬁ‘
CoppwrLting 2/ 7810/ | 17/ 72567148 367 ey 596/ 10RRG/ AR/ -t 1

Dh-air Delivery .-

-

5 epen iping MBIl e 0738 | 0/ B/ SSAB/ RO/ RRB S8 | )
Rules and Regulations : '&/2,% ,;18/7% al 1_3%)0/23% 53/21? [T LSS |
peration ofy Broadeast o/ H1 k2o 114 /48] /48 /2% | <me e nmconnne|
4.Em& g WWW%WWW%WWW.H.
Koowtedge of Ratings |- 314 | /18 | 528 |10/ 20/1sen/1nfhe/Adgso/ 2ot/
Broadcast Engineering = |---- %7%7/.7@/9% £/ 34/ 43871 532/ 12835/ ke . 7%
Production Technique i 2/;79‘67/26@@7/%@/15%16/6% 7385728 | 5/2h|---5-11/ W
- onpetitive-Nedia hvaroness o/, /ot |2/, 1400/9% b/ ABIS/A R/ 16RR0/ Y/ S6 /8
CPthers (20828 (208 5/28 |0/ Rk2R] e /R /RS |

e

«

#xanples of "other” responses listed by panagers: ‘production deliveryy" reading ability;" '
' "willingness to learn;" "flexibility;" "interpersonal communication skillsy" and, "self-
" motivation." - ' B ' ' b

10, Entry-level skills for amnowncers: ./ . 'y

RiEn

20T .



Noaber of Respondentsi zsa(e% Nosber, of Non-Respondentsi J6(12) - | i

t %"

« _
ur
.

.

Ftatenent of Entry Levek-8itils
T Sales.Persquel

T priority R

R i ___ggkigga;Byj@anﬁﬁéisri,~5v5-w‘f o
|ist" znd 5ed* B St76th TH Bth St 10W

i ——

 pr-atgDelivery

55/

11/4%

24/5%

30/12%

~ (Copywriting

4 166/26

/15

28/11

/3

12/58 |1/ 34{1/. ===

RS wpin Typing MDYy pAg /o4

18

. lnderotanding of FCC/F ||
Rules and Regulations 3/1% 6/2%

| Equipment

Dperation of Broadcast

19/7%

- 1/, 312/5%

Production Techni

w |7

Conpetitive Nedia ﬁwarenesg' 7/7% 59/39%.

o

/3%

424, 2 78]3/18 |-

' Warketing Technique L6611 /2l

1y/5

o/

y/is

"~ Pthebst

37| 8/

2/ Th |-

kil

¥yanples of "other" responses 1isted by ‘ianagers: "salesnanship® "ageressivensssy”

. "imigination;" "self-confidence;" "motivation;" "desire to succe

© skillsy" “creativity;" and; "sales experience."

11, Entry-level skills for sales personnel.

J

ed;" "organizational

-TmT 1/'3 ":,-----‘.."

TTr

ebylas uglus oty 1.
T
/e /sy
19/ P34/ 0102/ |14/6812/% |1/
e

SOT
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.Number of Respohdents: 235(81%) Number of NonﬁRespon&énts: 55(19%)

f'Statements of Gharacteristics o . Priority Rankinga by Managers

“[for Success (Bong-Term SR E e
'Emplcyment) News Personnel 1gat 72n_d ‘-3rd éth JSth. _6.thv 7;°h ) Bth. : ?th 10th | v

Commumty Involvement 1&?8. 1-3/6% 16/7% 31'9/1@21;/10; 11;/@ 16{‘7 19/3% 14/;6%7 8% | . |
FEGTeSsITemess e 237 iofs/ L5k /88 /68 11/ 3/ 58 [ 1738 |
. Responsibiixty/Bependabxlxty 8%¥35F56/2&%F3716%F°{??'26/9%' 13/68 u/iﬂ,:5255 PR I
[mitiative/bedigation .l oy aoss/t st/ 1it /o | 18/e{1/6q /2 38 [ 318 |

*Juality of Oneair Delbvery 25/11523/10%/11427/11#6/11%32/11;5 1 j12/5¢ /s s ||

25 Wb Typing wbitity -] 57,74 ¥4 5/2% 1n/t#12 |
Understanding of FCC b/ ogh s b i | it Loz |41 7ed 272
Rules and Regulations B/ 1./ '3% B 3/1% 9/3% 9/,t‘% ‘ :

Wewowiting Mility  puyos|st/ios/tssbo sk tesbyogle/ns ojof /oK | ik

Q“ﬁ“y;zﬁh},ggszﬁeﬁng Rl B/3# >1/9% 7/?% 11/ 32/1%6/-11;52717;1 a;i-é—-/# 5
‘ .Quaht;egtfngsguctxop ..... | I 2/ 9 2/ m 5/2% 9/1&%; 114/57*157"‘6%9/9%721/9,;! |
| R e s A 20/9414/6@7/ﬁ¢ /g |
peoth of Marsress of |l oal s 1. s | ous | s |
 Pepth zglmg uatberfng 23/1@@1928%29%9% b1/9% 33/10%» 17/74 16/85 20/ 98 /68 107% | .
4 jiiiﬁﬁ’éii?ﬁé#ﬁifﬁf& |17 1sres 2‘571%7&7% s | e s |
A .. s {2/:74 i SN V2%

— — T T
j—_' p—

. I’*Examples of "other" resbonses llsted by managersi "credxbility of presentationj" "honesty:“
"ability to work effectively under pressure;" “legal system knowﬂedge;" "understanding of -
. the bu31neSS world;" and, "posltlve attltude " ‘: |

. Sliccess charac‘terlstlc-a‘for 1ews pfrsonnel o 12;,
~ v ot e S e b



o
ERIC

Full Tt Provided by ERIC.

Iy



Y. o . R - A v
', ’,“~. - R
o '

. 'Number of Respondents:235(81%) Number of lg! Reﬁptlﬁxdents: 55(199;) i ‘ o |

-. T&temnta ?@@fﬁ@gﬂsﬂcsﬁ | " priority Rankings of Maagers © ' | .
1Bf 2nd jrd ch . 5th 6th 7th Bth 9th foth |

o eomity Involvement L 7/3% 5/_31 i5/2$ i’29}&29":;15 sho/iof2 9% p2/ok|o6/11 /% R
mggressiveneas v ,3/1% MY/ 5| 1h/85 | 1/68 1978529/125418/85 298 pe/rs |-

| Responsibﬁity/Bepend&bthy 66/389451;/23 7/16% 39(\17&23/10527 7% 5/2%12/. 7917.3% '27 %
- [nitiative/Dedication {]3Q/13%k9/21%ﬁ7/ 5& 22/9%.k4/10$35/11516/75-7/35 1/i 35 3/1% -

J ;,: Qaéiifc’y of B'ri:éii",DéliVﬁ?? 15/#9@3;/_1_5#539/17@]85’ 1756 25[1],;3/“ 1—733? i / % ”"f“-."""_'
| fﬁ“ i yplng AOLLIty,  feoeer b2 [ meee} 1,382/ 2 le/ 78 | 1yeois hsves |
© |Und St di f FCC v vt | n/na *'4‘_3'&:‘5'; @‘}7 ,, 7?‘7;”%‘:.-7757‘%7
B _“i:g 8;2 Rggufatim g TR IR | /38 \13/681116/78 L5/ég1o/ 36/11i;19/a,§gg‘./9l¢‘ |
Wﬁm@mmf~;4«%%m¢%%ummmm¢memmg

 Effective Operation of atig | o 5 e laine | a/1e
 Proadeast Equipment 3/1%4 26/11521/9% 31/168 29/12F31/9525/i1 5/6% 18/35 '3/1%‘;'

_“Broadcast Englneerlng_ o 1/ 3%J3/1% 5/2% '515% s/gﬁ 8/3% 10/4% ¥§/§ﬁi§75%' 8?5; a

-Knowledge o
°““$§§£{£§°"“°“‘?‘ ||t/ /R (0% |
e O R e /8 e 618 |638] 738 5188 161 zs/n%
. WiiTmaness 5o boomt 1 il i e b el ik
;,.; Fgonstrﬁrcltlve Criticism = | 6/ ¥ ““/%2/93. 24710% 34/1? 33/1 %17/7ﬁl 13/6*10/% Il?/?% -
e 7 mmwmwmmme#uvvﬂm+mmﬂet

o g s |

| *Exampies of “"other” respanses llsted by managers: abiiity to relate o llstener;" I
| "personallty;" "p051t1ve attltude;“ and; getting aloﬁE with others " A

ij Success Characteristxcs for announcers -

. ' Lo PR
. o . ‘ ;
Lz s ! ' ' . ' B !

) l\ | . V Iri ; ‘l | ' |
. ' ' . ' ' T . 2,_ o

’ ' . : ' . B [ . L
v . , : o o ' L ) - Lo

N . coad ! v - ' . : N . N [T B N
+ ot . N s




. \‘ .

_,Numbar of Raspondenfsuz33(80%) Number of Non-RéEpondentss 57(20%) o { ‘1 _5f -

| '§ta’cements of Characterist?csl — ‘ I
~ Kor Sudcess (Long=Tern | . Prlority Rankings by Mmagers |
- 1 | Ilt) Sa]_eg Persomjal ;1l8t 31‘d l&th th 6th 7th Bth 9th 10th
* ponmnity Tivolvanent | 8/%9 17/7 16/7%[2/18% 16/7% 22/9% 26711%117/89*1165 3/1%*
BT O T R A T SO R W b s |
: Responeibility/ﬁapendab1lity h3/18k58/%,%45/1452&/1q%22/91§3[6% 6/% 3/2% --....,_Hgé:;;  ,l
 oitiative/btiontion_+_— n/2ofhyfpn/ ot Aos 1 ths/esls) 3/l /g |
Ruality of Oneair Delivery [----f--—1 1/.34 1/. 391 278 bow | /o8 |6/ | /3 Juasss | 0
Bvn. mamg mity [l ssle/ bow Liooses loopses |
Understanding FCC and M b/ | gl | ST D P I I
- Rules and Regulations B RAdE /2% 6(3%5(2%'“;;1 f A Fiais By &f;
" oppmiting ottity - Fre-qt/. 3 1/ 9/% (IR e P 16/ | &
. - = \ ; v '-4. . — ‘;“ ' .r‘;‘ ] K By lm
- Effective Operation of - s o e L
* rosdcast Buipuent T T 3% 51 | 10750 88 | 60K 1.7,
el of Proction o /14 z/-'?af |8/ Ao s |
Do ST sy | 558/ 16/ 6R /o8 /R e s/ |
- Wil1ingness fo Accept- |,/ n, PN N T IV
B s |2/ TP/ TAL5/ [y |1/ oe/ s/ ek |

breativity of Merketing | /1o hgdytires/t 30/ 3%27/1 ats/0/0 W8 | /36

' [Strategies and Techniques B AN A N S b A I |
 Knowledge of Current - |ag/1lazn/1ba v/asorisess nXeon okiased o/skléng | amg s |
' MWarket Techniques . . 26/1]'%27;/ 1 B%‘-‘?/M/iﬁa%:%,/i 4/ i"**ma-"/” i :53'/1% S
| bthéfs‘ ' edo/ ndl 1/ |5/ 0a |1/ adiztooc| il oo

~ *Examples of "other" responses Hsted by managers: "proven sales suecess;" "aggressiveness;" e

" Ygalesmanship;" "ability to sell;" "naturai saies abﬂi‘tyi "mderstanding retaﬂ busineés;“ |
QEKC "coHection Sklﬂs " I
“”"’




| ﬁ o 109
Number of- Nqnéﬁespondqntsa 19(7%)

Numhor of Respogdents: 271(93%) -

~ Priority Rankings by Mana ers R

Radio Sfttien :

[~ Zngineering — [75/28%80; 22727/ 10R5/ 17" /BR[|

Announcing . - . |17/6% m/isﬁ 71/26;;;5723‘5?2'3/8% 2/1%
_ Saies . '158[58?55/2#22/8 15/6%| 8/3% |======| &

~ Clertoal . ['1/.587/38 | 7/3% he/ispbek/ceR 2/1% |
others* < | 2/1% | -moofiooocfocomcfaooi /058 |

_*Examdples- of "other" responses listed Hy managers: Sea ;".’
stata 1istings for spectfie responses. : o

15; Posxtions most difflcult to-fill . . - p

N

Number of Naﬁ-ﬁésﬁdﬁééﬁtssz’é(ie%i
© Jumber of Respondents: 2é2(’9é%)

F
;. [ Radio Station
. - Vocations — S _ L
' :-.‘msim“’rins T S’/éi:ﬂlsx 19/7% 61/23?1%/555‘:;5“:; o

“Announcing  lu1/sudsl/32418/7% | 7/3% | 2/1% F=S2-—-|

U [TEages  |es/eAsk/eigse/eeRoe/isn 11/6g -
- Clerical . |15/6% |39/15 {50/1oR77/29859/238 —==-==| .-

Sl others® T g **?:>ﬁ::-:-;5-;:-.:;:;-;#?2?;;:%1~*'

[T mews | ia/sAer/26896/3153/208 /58 | -==-=- |.

e, .
.-.—.-.-.‘.¢,..._..-_.‘

_— i e Sttt | : L - - _ , |
sExamples of “other“ responses listed by managersg See eachf” :
;'staxe 1iatings for specific responses. _

o . LI

¢
16. Positions most frequently filled = - . . - ;'
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o ILLINOIS SMAL£ MkmeET RESPGNSES

Every sma11 market.‘eommerciai radio station in the state of

-Illinois was surveyed (122 stations) and 80 stations returned»gi

IS the—instrﬂmeni:foz;a:raspon&a;raiﬁ—ofu6554

R =
-

1. The fumber of yeare‘of full time radio station employmenf.mi
in -which responding managers were éngaged; _ .

'\ ‘ T A 'Lese than 2 years 2 (2% * -
_ B. 2 to 5 years 10 (13%) oL o
N €: 6 to 9 years 10 (13%) oo - e LT
e 'D. 10 to 15 years 17 (21%) ' S PR
' =3 E{; More than 15-years 41 (5i%) B ‘ L
2. Age at which respondents became etation/general manager:
A.. Before age 25 18 (23%) N P
B. Between 25 and .29 years of age 28 (3 5%) . o
C. Between 30 and 34 years. of age 19 (24%) , =~ . =~ .
.Di Between 35 and 39 years of age 7 (9%) ' I
E. Between 40 and 45 years ofvage +6 (8%) . -
, F.j Beyond age 45 2 (3%) _ ' , \
3. Length of time respondents -have been a station/general
: ma:nagerx : : : . - : _
- A Less than\éyears 14 (18%) -
B, 2 to 5 years 20 (25%) S e
. C:. .6 to 9 years 12 (15%) = - :
D: 10 to 15 yedrs 16 120%) . . Lo
E, Mqre than 15 yeans 18 (23%) ‘:,, A
4, Ré§§oﬁdentsfgrimgryfggggfof rad;gﬁexperience. prior to
. becoming a stat:on/general managery - - C
7 - .
 A. Sales - 7357§h3%) . St Z
7 B Programming ﬁe%) e
‘ C. Ammouncing 4 (58) =~ ¢ . |
: : D: Production 0::@ : o N - .
' "E. News 2 (3%)~ N e T

F. Engineering 8 (10%) .

— G. Bookkeeping and Accounting 0

H. .Other '(includes combinations of above areas) 22<(28%)
-~ -~I;. :No. Response. X (1%)

: 5; Attendance at a coiiege/hnlver81ty:f“{ﬁjvfurzuun <f~~@ﬁwbhpn
- A. Attended 69(86%) LR
B. Did not: attend 11 (1#%) z-.f' : S

e #The flret riumber is the total number of managers responding s

asy.indicated, while: the sepond numbéb is. the percentage that :
S numeral representsﬁ ‘ g o ST e
S o aﬁ'.::f* | e




S 9.
Al . : S .
';'6;nkDescriptions of responding managers higher edueaiio s :F
' R ‘A: Study in braqdcasting but no degree ‘was. earned ,é (ﬁigg
_ ' B. Some. college study byt no degree earned 12 (15%)
L L -—('Jr——’l‘wo--yea.r—‘mrea.deass't;é.nﬁeg::'ee—eacz.anea*‘r ’1 y———————
: L - D+ Two-yeay, degree earned 0 & . ’ e
- E. Four-year broadcasting degree_ egrned 18'(23%)
e F. Four-year degree earned 22 (28%) - _
—"w» . ... G, ‘Graduate degree- in broadcastihg earned ©
~H. Graduate advanced degree earned = 6 (8%)
I. Gpaduate study bwt no advan >d degree earned 5 66%)
J. No Respanse 1;3;16%)S _ _ 5 _
(éj% of responding agers thh a coilege or. unyversity |
education have a bachelor's degree or better:) *
’35. Digd y%ur eoiiege edueation benefit your radxo careé%?
L. B Yes 61 (76%) S
B: No 9 (11%) - - T )
' ~ .C: No Response le (13%) SR o E
8. Number of full. tlme employees on staffs of responding
station/general manigers radio stations. .
A. Fewer than 5 perdons 5_ (6%) ", S :.;:
- B 5 6—(U5%) . e T
te . "C. 1’4' tO‘ZlF péfébﬁé 32 (IEO%) C [ R 2
o - D. 25 %0 40 persons 5 (! %) - ' e
. .Es More than 40 persons (1%)f : « -
F No Response 1 (1%) SN .~
Questlons 9 through 16 are summarlzed 1n foiioW1ng pages. -
;ﬂ 17. .'Average weekly salarxes for engtneering employeesa , ""n"}

A. Under $150.00 per Wégkffis (16%)

‘B. 'Between $151.00 and $200.00 weekly ‘11 (14%) ' . -
~ C. Between $201.00 and $274.00 weekly 18 (23%). = -
‘ D. Between $275.00 and $350.00 weekly 20:(2?%), T .
- E. " Between $351.00 and $424.00 weekly Z’(9% N
F. Between $425.00 and $500.00 weekly (1%) = .
‘G, More" than $500,00 per week 1, (1#§‘ f'Jé;-gVﬂ
H.. No’ Response 9 (11% Co e
. AP IR
'15;_ Average weekly salaries for news empioyeési . .
“AE’TUnder'$1 000 per weekg-z £%ﬁ) N T S S
B. Between-$151,00 and $200.00 weekly.'ZS_(Bl ) B 2SI
‘C. Between $201.00 and $274.00 weekly 36 (45%) = .
# Dv Between $275.00 and.$350.00 weekly -7 (9%) . .- 30
- E.. Betweén. $351.00 and. $424.00 weekly 3 (4%). - - . b
- F. Between- $425,00" and- 500.00 weekly O e I
-~ G. - More than $5qo o[c er week O - 7T
W N H._.No Resgonse “2 (3% e g S ST
Q » ) ' :'.':_'; 129




19. Average weekiy s&iaries for anneuncing employees:

A. ‘Under $150.00 per wesk- 5 (6%) -

ol :;._’::;;.,:. Bt :;;:::_B « . Between ‘51 00-and ZQGJDD*}.@EKI? [ BQJ -
LT e; “Between | 61?60 and .OO_wGEEIﬁ*_36“(

350.00 weekly. 5 (6

E. -Between $351.00 and $0424,00 weekly 2 ( . .
- Fi §e§wegﬁan425.ee and . 500 00 weekly - O ': ‘

- ,  @: - More $500.00 per week O .- T
‘a - 'Hi No Response 2 (3% S ' SR T
v, 20. Avefégeigeegiy saiaries for seies employees (not. ' '

f_g'.wvy .. including commission):,i%i. A
: ot I : : “"ﬁ_i’? o .
) S O Hgge;ﬁ@i 0.00 per week 19 (24%) T AT
' . Between $151.00 and $200.00 weekly 20 (25%). -
. .» C: Between $201.00 and $274.00 weekly 17 .f21%)
- '+ D. -Between $275:00 and, $350:00 wee@iy. 110:{13%)
N , E. [Between $351.00 and $424.00 weekly 2 (3%) -
y - F. Between $425.00 and $500:00 weekl s
S  G..  Mpre than $500:00 per ek 2 (3%? CE
~(' 'H.. No Response 16 (13%) SR U
s 21,  Average monthly amount of commission paid to sales |
. employees: o _ .
. 2 ' ,A.'"Under $366 ee perfmonth bé (1h%) ;;,Z’
' *: 7~ B. Between $300.00 and $500 monthly 18 (23%)
- C. Between $501.00 and $800:00 monthliy 12 (15%),, :
- . D. Between $80%1:00 and $1;500.00 monthly 20 (25%)
e . E. Between $1,501.00 -and $2, See,eeﬂgonthiy 12 (15%)
:’ff:wvmﬁ"“""F Mor 7007 ee‘Pé§:m° h— A .
S G. No Response 3 (h%) ' ‘ co - b
, ~ o aex ‘ ' t
22;. Do you give. serious consideration te a eeiiege degree , .
~ whén hiring radio statxon p@rsonnel? S S e
A Yes' 53 (66%) ' T R
. R U Y L
e C. No Response 4 (5%) T j» ] R
; E ) - . ‘ - -
- 23. Do you_ glvefmg;efpggsideratxon to a ggii’ge degree in
, o radio and television than a college d /e in some other' .-
.' S ‘ area/when‘hlring radio station/personnei % . o
- . “A. Yes 38 (u8%) _ ;;gV S ' foE
. T B. .No 38 (4B%) = - P S
e o, S C. -No- Response s (5%) e / - o , .
' ' 2@; ‘Which igféiyeniyhefggeateag consiaeratien when hiring 5:ff
L ' \i;.radlo sta;ion personne1° 7 ‘ "
. As Profeggiogg;f§E6§8§§§fWEXPerieﬁce 43 (S#%' ‘
S B, College Degree in Broadcasting _1 (1%) ERI R
. - 'C. Both .consideredsequally 27 (: S ek 'Li-?e,jf
' ; a {either 4s an importarnt cons ‘demtibn 8.(10 e
O %o " B+ WNo*Regponse ‘1| ﬁ"—'f'l Qe e




- . 25. What is the one piece of advice you- would give a person ‘
' ‘who is interested in: succeed@ng in radio today?

fiﬁﬁlﬂffﬁfﬁf ‘lResponsgg

.‘3l£?a

-

T A. Be willing to accept constructive critlcism. f“:;f}?i,$,
. "B, Be self-motivated.r“ - s :
- € .Eearn about many. aspects of radio. e ;;j. SRR
"D. Gain- experience at a commercial radio statlon o i
..whiie in college. _ R o
E.” thfgfvariety of alfferent types of radio experiencejs"‘
in small markets and then move to bigger radio
. P Hstations.. 7 _
S 4 4 | o . e B
- F. Learn'tO'sell; o SIS Lo 1;' e
. ;Gi"Learn how to type fast and accurately. l' ‘ ; . i
i . H;‘~Get a degree in brqadcastlng from a gcod college.
, 1. Get a’ well-rcunded college education., ‘ ‘ 5
- BN . J .
o N I Take marketlng courses while din college.
Al ; o
' _ K. Always desire to learn more.,
y . ' ?; Gooperate'ﬁith your co- workers. ’ "
\ . M. Set def;nlte oaregr,goals.- -
T v N R N
- R ¢ R K S .
- | ,3 . r"_ el | s ~ . . . :
o . . ! I - .
r ' ;?‘ i - 4 ’ . ,
; - . _' : _ \-;j ‘
.‘; . - - \ '- Y
b - R ' ey
S - : o
~._*. - . *%:
) - : PR i;x.sl i
EMC 3 [




Number of R°SP°“d°nt9' 70(88% Number of Non“ﬁesnondents,iollz%) S ~; SRR

- étatemanf of Entry-Level Sy | Priﬂrity Ranl‘ihge by Managara S
| News Persomel |1 LRI R TR

{ PR

t—'ff_:yfz

: 'Dn-air Belivery N

: ewswrit'ing

N p5.pim; Typing Ability

Understanding of FGC
- fules and- Regulﬁtions N

| peration of Broadcast |
. Equxpment . _‘
e i L S

|now1edge of Batings o

ﬁrodaétiéﬁééehniqué'

] Interviewing Technique B

. Compet1t1ve Media Awareness ”."-~-‘.‘i"r,; |

)

- Wews Gathering Abiiity iy iasy
‘Others L ‘ n

T gt P
. . }‘ : ralro 'l BVl N *
B | L721i S YA ) N 4
. N i e '_'_'_'— : ‘__ - =t ! T e ]
\ ' g . o/ Al - i
. = —- G "
| i " T ) -
'
\

*Examples dT "other" respons 5 li“‘cad by 353r8' "knowiédg of slander. fairness guide-
lines;" "knowledge of govermﬂ"rl ‘"x"d gl to mPnge;' "dU 1ty to deal with.peoples" and.

K "ablllty to thlnk plearly up ¥ ﬂbesgure b A |
';'981:Ehff¥;iévéi Skiiis}fof n?WT péfgoﬁﬁéi,' L

\ | S N

E . a ! l"' t.

r ' 5 ‘ o




Numbar of Respondentsa 70(8815) Number of Non-Respondenw 10(1~2%) "'j{
;;}'Etatement of Entry@aval Skﬁi - Priorit Rankingsb Managers, SRR B s
& Announcing Pergonnel - gt 2nd jrd ‘H:h Sth 6‘Eh ?th 8th Pth le‘fh
5 . 7T777T'777 J—IY‘ T_ " : y ‘ |
___"pn-air Delivary i b 10/1!;&5/79; ;:::E:':'.i:::Ei:::;;:;:;;::::::: e e I
e by s e s ]
vy R, o by R, T ST Ll
- Interstanding of foc ;5. R
i nﬁﬁfanadaeguiatfms BN e 9/ 1% 1Y/ 2%‘6/ 23£ | 1’4‘ % 1682/ b e e
. peration of poadcast 1T 1oL
*nmgpgwwwmwmwmm¢»
K roadcast ﬁgineering ;.'!.' seziafoazacfaiiald 7/195 Nido7i /1% [4718Res 74k

,Produc%tlonﬁ‘l‘echn—ﬂun 104 3 /W Jlll .- 6 11/14 |--sdedces

W
)

" lonpetitive Nedie Avabeness  11/14 [1/1g |- 8114 13 —

, 8/119g

) STt

,. Ofﬁ\éfvéi _‘ _ 6/9%3/{;% | j/l”‘ .------.E.,.-f------....:..t:-..-......-::

- ’gl

*Examples of "other“ responaes Hsted by managerm "trade knowledge X "well-read ina -
variety of toplcs;" "ablllty to read and, spealg clearly;" "grasp of prognammng approaeh;" Ao

-and, “understa,ndmg what is read.";.‘,\ _
; 10. nntry lavel skllla for announcers PR i s ‘ ,ﬂ-‘
‘o ' ! v, . e
‘~.‘)rb : ,- ) ’. : ;" , ,‘7 "‘.‘ :
. f ,’ ,f"-".", ;._,35";;: - o
L e A ; .
L DR .
F;‘ . ""n‘n‘..). ‘,".;' ‘ \  ' .'!':,";*%-'. :' ' N ‘ EETN | 130
py AR > R
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L ‘

- N |
Number of Respoﬁdentan 71(89%) Number of No’né

"Il'er;ts: 9(11%)

Statement o Entry Tavel Skills SR Priarity Rankings by Managers S
.Sales Persgﬂnel tst md jrd Who St 6th 7tn Btk 9t 10th
. v " et _h—-#;__ ——— _._

- en;aar nénfyery L u..---‘_imz 1/ 5/75 ;/igi 5/7% /108 15/20 Jﬂﬁ i N
- psep Typlng iy | 4/18] o756 /o éziia%?is% 675 '7%16%?13/18# z/z% e
' 'Eﬂiﬁsﬁﬁdgﬁuﬁﬁﬁgm, |V H/is%a/ﬂ h1/15 n/isﬂm/uﬁ Wya | z/_a};_, 0 O

‘ .- Operatlon Of Broadcast __‘___ __.'____; __;_. Y TR ' o T‘ ‘“‘,ﬁ
R e U N W 7 e B e B T

| Productlon Techniqiié' : E " . L 2/3%’; h/éﬁ 10/1% o/, i ﬁS 8% 5}8% 5173 ..'-..__,i'%: .}
: Competitive Medf& AW&I‘GTIBBB i}/é% 30/&2% 12/17F13/18F 1/1% 1/1% 2/3% 1/1%‘2/ﬁ _,"

arioting Techninie . ho/sodoo/ongp/ 011 |- | o/ el T

| Othe*‘s*‘ o _ 17/2‘@9‘3/71;,%..-2@-—- ' [:2:?:::;:’;5{:;:,:;55::;;:::-'. =0

- *Examples of "other" reaponses isted by Enagerss "knov&edge of how to seH;" "I;as.ic | f;
kriowledge of broadeast advertising;” "friendly end qutgoing;" "coping with rejection)” : 1 Tk

| “salesmanshlp;""aggresslveness;" "deslre to achieve;" and, "organizational lkﬂls." | 4;“' ".;,a

] N ! o \ . v ' ' ,.; ‘ " ’/
. M) Bntry-level skills for sales pereons. < . . g
+ ‘ ' : . _ o ‘[ ' ] ' : i . ) - '| B t‘ . '
| T YA
[ - . Al -"1 E ‘.' :.‘
\_ ; ", O i " . E
B . Iz . .
. - & , ’ L ':’h oA
™ '.I'J ‘ ' 2 ‘ : ) " H '
1 ! 4 ‘ . - , . ".; ” ; ’ \ *}'} .
L ' s ‘ w Lf‘;f' o (.
ol T e
(I ! RO
L . \ - i -
Vg ‘ e




' : S ' oy . b ¥y +
' - . | : R iy . :
. ' b} L. Co ' [ o ' K v
.‘\' . . z - : "
v
L .

Number of Respondents: 66(83%) Number of Non-Respcndentsa 115(1?%) - f {" \\ e
| Statements of Characteristics __* Priority Rankingsbyﬂsnagers —
g;;iggggggg éﬁ;{:ﬁpfg‘;ﬁmﬁ 133'. mi- 3 WhoSh G 7 bt 9tk 1‘o'ch
oy TRtk (/68 |3/08 (5798 (58 DU AR ||
laressTverEss Iy o7tk |G/ /58 [6/58 o/ s |6/ 5% [/58 |-

- [Responsibility/Dependability p5/381 1&/2'1%#5/8% |8/428)5/8% 3% (/% |- | /% |-e

Initiative/Dedication ) t5/25;14/2f%13/20% 5/3% 4/5%' 35 |5/ 1/25 o8 |28 o

—fwelity of On-air Delivery | 6/9%] &/o% [u/6w [5/88 |s/uus]te/oyrse ron[s/om [trem—
5 WD, Typing ADALEEY  {-eecfeeene|1/28 | 1728|075 (5788 o768 |om|88 1728 |
 utes end Roguations - |!/2¥| V28 |-y B8 /R [/SH |-t (4738,

Povswrising Avility |u/eg] s/es [10/1685/o8 |o/ha /o8 o/ |6/oRJ2/ |<eeeme|

Quality of Interviewi R B P T P P I e e
ality of Toterierlng |- | 1728 | 3% (9/28luies |5/ o/l a/uifysns | yes |

Quality of Production | I T
% - Technique N =[] 1/2812/3% 12/3% |¥/5% 3_/12% k/9%_ 6/9% .
Emy e | {va o | vl s |

R o el e A

BT e e e L e e e LA
Bonbirstive Crtioisn [/ | /9| oad|ves |vas |o/ah s ||/ | o8

I 27 7 e

- "honesty)" and, "ability to work effectively under pressure.. 139
o 2 Success charactertstxcs for news perscm;el o

, ECJ

- -ATI ’\ .

- ¥Examples of "cther" responses 1igted by managers: "intelligence;" "curiosity and interest;" .



N of Respnkeer E5115) Number of Non-Reepondentex 15(1%) DR

" Ptatsments of Charactegistics , Priority Rankinge of Managerg

) b i m ki s g o ju om|
| Commumty Involvement ; ﬁ; 2—,/3% 1/2% ?/13% -8/12% v/5%| 5/9%18/124 7/11755/8% 2/3%
 Pogrtesiveress . ok | /% |3/ |5/ |3/ | /amtossof b/ v e |
| T U220/ 58 57238 17 /o /i % |27 |2 }35 e |18 |
[mitiative/Dedication 10/ 72006/ |7741% 'z/uﬁl i | 5 LN w
wality of On-gir Delivery /524 81281/ m8lu/es |35 e __‘._..‘:g_f__“_'___?,_ 1 P
s v For T Y 7 7 O sk,
33&’:?2:3%:5&2&33 o (e s 68 e \ovsg s s |

CanT T

| s o] |

Broadeast Bngimeering |-\ o/ |2/ [1/26 |5 |Wosle/sh | vshlus | VSR c
Knowledge - ‘ I R R P A A
? Q“al;fgzhgiq{;:°“‘.‘°“°“ /2% |5/ osklo oS o/ elrse | 3/8|yss | 9%k |
. Depth of Awareness of . | S N "_' e | e | pee i od o
- Competitive Media | . L ' i .3/5%. s 10/15’; 9/1#%; .
;@éﬁii’éﬁ’éﬁiﬁi&’iiii‘i’ém O i e ks e A R KT I
Dthers* ) - 1/2% """:"';'*""';r""f""'J"'%?'fi"fTi"'i"'ffff:

| *Examples of "other" responses lleted by manageres "pereonallty "
13, Success characterletlce for announcers




Nuabér of nespondenta{ G .

N

°

Number of Non-Respondents: 17(21%)

vi .

.iEtatements of Characteristicm

Priority Rankings by Hanagers

ot |

6TT -

S Long-1
Baployent) {Long Dersommil iat md % Wb St 6th 7eh B 9th
 onmnity Tnvalvement TR itk &ujzz%z/j% /1% | A e
 garesaiveness - Ls/2ugnt/ e/ 16/ ik o y/sh li /64 e 1724 | /4
Reaponsxbiiity/ﬁependabiitty l}/éi¥i5/zt10/1659/1n¢ P R Y e
Inttiative/Dedteation - LL/A74107141972786/10% Lo/ sepi/es [
Ruality of On-air Delivery :-i--rf-tf..:-.-.----;. 1724 u.':”‘“*'r 187
(25 wpim: Typing AbRlity |y ceeadeaa | 1198 3/% ik
Understanding BB and P1C | | | s Lol b ena vl
[Rules and Regulations | ek | 428 | 1728 2/ 58 'h/5%~:%(3$i3#/5$'#/651‘
 Pooreiting Lty - [-ore| /2 Y8 [onen | W/sho/ses o/t /08 0/R /08
Fffective epgratioﬁ of IR B R P ; ] '”ff;',s:;,- o
. [Broadeast Bquipment . [T D A 4o e e e R8s | 5k
"?“““ieﬁﬁniiﬁi““f"" e o oo
QR Il K i
11ingness to Accept Jodl -7 | 7% | 7R 7714 /iR 0l 27 |8
gonstructlve Crltlclsm L e 5{?{, 5/48) /118 10/3646/ 108 /3% |8/
$vily of Markebl T R
rntonis o ecioies 1298018 /118 | /06/ 08 28 |5k |2/ Y8
R S e T T T e e ey R PR
9_13}16_1‘;8‘_*_,_.“ l}/é% 1/2% R 1/2% =JAP) IECUUPON PRI JRPIROINS AR VPPURPYY

- 1n selling;" "ability to sell;" and.\"laies initiative."
[i{xgjlh Suceess characteristlcs for sales persons |

. . . . iy
. : ' : v
' Ve : V. o
B : S e PR
) . L v
‘ i . . ’ N L .
e Ve
! VA e e
- R I ]

*Examples of "other" responses lieted by managersu "personality and appearance;" "honesty R
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Number of Non-Respendents: h(S%) TR - ¢
Numﬁor of Respendents:76(95%) ‘ f,; \,»v L ;é; TR
'. ‘fﬁ Radio Station o Priority Rankings by Maﬁfféfé |-
_cngineering D1 /28830,/26%|9/128]15/2088/11% |ommon
News . | 5/7% {20/26433/43%1 5/208,2/3% |x=ommo)
;Amouncins L |wsm 16’/’2&{297126 8/373 /7% ii‘}i% |
Clerical , — Y T 53/6%4 1/1%
Others* Lot v --_7;;_;..-_-_;--:..._‘_.._..'.-;,,A;;;;;a_;;:::;:::-'
— - . . P - P -,'_lﬁf [ - v‘- — —
*Examples ef “other" responses listEd by managers: None
15._ P051t10ns most dlffieult to fill | P
,_ : i} \. . ;'. . : o
L Number of Non-Respondentsx 11(14%) o | u
Numbér of Respondents: 69(85%) PR .  S
Cae e AT - :
RS Rad:o Station ~ Priority Rankings by Man gers
| Vocations .| 1st 2nd . 3rd _4th _Sth _6th- |
s A A B il L
_ News /6% 15/22#36/1»3%16/23 /1% |==-----
Announcing, |2g/heq| 31/4sk 34| /4R | 1/1%|----=--
Sales .. K ' _A;32743%_'13’/’19?11/’316"71% 2/ 3% |======= . = "
w ol clerical | 374m |6/9% |B/23%| 23/33417/25%-=====5 "=
I:j,' ~ . Others#* . _T____.._'_:}I: :;:.'...:.j-:_-.::~;;;:;;::;;_..: v
 *Examples of "other" responses 1istéd by managers: Nore .
,(1' ¢ ' | ‘ T o

. . s . ‘ ot
16, Positions which must most frequently be filled
] o _
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" Every small market com r°lé§ r&dio stati°9‘iﬂ

Indiana was suryeyed (95 sta

. the insirument for a reag°ns§ rate OF. n9

%haﬂetatﬁ of
tarhed

1. The number of years O Aﬂffhil,tima ra d1°e§t§fion empl°9ment

A Less tham 2 yeu£t 0
B. 2 to 5 years: _f'r;(?,%)*?
c. 6 to 9 years *g 11 ) e
D. 10 to 15 years" 3! (23%) -

E. More than 15 yeﬂrSR 30 (6U%)

-Ai Before age
B. Between 25 a
C. Between 30 @
‘D. " Between 35 a
E. Between 40 ar
E;, Beyond age

3. Length of time resp ﬂnen*s have been
managey: -

A, Less than 2 yegfS .0
B. 2 to 5 years a§ 9 %
C. 6 to 9.years ‘9 h it )

. D. 10 to 15 years’ %)
G;T_E; More than 15 yg aF8 12 (26%)

* becoming “a-station/gl er%l‘manager:

A. Sales 13 (28% )
B. Programming (9¢
C. Announcing #* ?%
D. Production 0

E, News 5 (11%) (2 )
F.~- Engineering 1 %)

G. Bookkeeping and Acc(’tlnti;ng (2%)
‘H;' Other (includeg °° Mbinations of

-5, Attendance at a collage/nhiversitys

A. Atténded 35 ()
"B ' Did Mot attend 2: (26%)

- #The firet rumber is th* tot&i number “of !
as indicated, while th* 59°°nd number is

nume ral represents.

| (13¢)"=' B o

;o .
(.:*‘

L A
(gl
et '. , .

.4 . in which i‘ééﬁaﬁding ﬂﬁﬂ&:@erp ‘were enéige

9<1§;
35%) R

a Stitlon/éeﬂer&l

.

‘.

*ﬁ. Respondents brimary ﬁrea of vadio exp® r1°hce prio¥ fé_

¥

A
\

\\'~

o
[ "

8

P LA

eers rsa spvndi

: h gercqqtage that.t

'X\‘

above area.s) ' 19 (uo%)
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ﬁ-éé. Descriptions of responding mansgers higher educations:

el L Aﬂ‘ Study 1n,broade&stiﬂg ux.no degree was earned,o? (6%)
C7 . Bs Some college study but ho degree earned 10.(21%
= C.u?Two-year broadcasting | degree earned o - 1 -
.~ Di 7 qg .year .degree éarned  1: (2%)- '
E; Pour-year broadeasting degree . earned 3 (6%)
- F; Four-year dégree eéarned 11 (23%) -
G. Graduate degree in broadcasting earned, 3 (6%)

»

H: Graduate advanced 'degree earned -3 (6%): g
o - .. I: Graduate study but no\advanced degree earned: 2 (u%)
3 J. No Response it (23%) _ oAl
. ’ -

(47% of responding msnagers with a .coil ege oF- &niversxty
educ&txon have a bacheiorvs~degree OF, r.)

*7Tf fei’_z.{ Dxd your eoiiege education benefi?iyour radie*career?

ﬁ No : (ii%) oo b
G. No Response 11 (23%) : ;]7 '

R

§..hNumber of; full time employees on etarg

- Number .of responding
i statlon/ neral managers radio Btatlons:‘_ -

.. A, Fewer thgnﬁjfpersons :' Do ST
"B:. 5 to 13 persons 29 (6 é%) o
G: 14 to 24 personis 12 (26%) @ . : - A
D: 25 to 40 pergons 5 Iii ) - |
E. More than 40 persons L ' I
;F. No"- Response (2%) S I S Lo

Questlons 9 through 16 are summarized in following pages-_-

17. ‘Average weekly saiaries for eng:neering empioyeesz,_'

. A: Under $150:00 per week 7 (15%) LT
- B:  Between $151:00 and $200:00 weekly; 11 (25%), © .
€: . Betwéen $201.00 and $274.00 weekly 7 (15%)
D:" Between $275:00 and $350:00 weekly 13 (28%)
E. ' Between $351.00 and $424.00 weekly 2 (4%)-.
. F. Between $425.00 and $500,00 weekly 0 ~ . .
8; More than $566 00 per week 1 (2%) o
H: No Response 6 (13%). e v
18. Average weekly salaries for news empioyeeSs ;,ﬁyﬂ;*ﬁ i
. N T8 Under $1,e eo per week 6 (13%) - R
- . ' By Hetween ' “and $200.00 weekiy' 18 (38%)
.. % €. -Between 0 and $274.00 weekly 16 (34%)
‘D: Between ) and $350:00 weekly 3 (6%)
. - E. ' Between <00 and $424.00 weekly 1 (2%)
- ‘ F. Between $425.00 and $500.00 weekly O R T
G: _ More than $500.00 per week 0O o AR
H. ' No Response (6%) T S LI |
L : '?* r 4~ o i :




s e T R ' 3 - . . .
N - g = -
_ .. . [ - T
Mg nn P W, R L K
x4 L . i . "."'

- e e . .. . . - 'm-. EE
> , : e S s .
o C R e
X X . ) B 1-\ - . . % B ) . ‘:;.
—_ ‘-" N

'g o 19;- Average week1y salaries for announcing employeesr

' A. Under $1 O.GO per week’ 6 (13’) L
"B:; Between $151.00 and $200.00 weekiy'iz ‘
G. _Between $201.00 and $274.:00 weekly 16. :
D. Between $275.00 and $350.00 weekly 1 (2%) .
0 . ..
0

S Between 351.00 and $424.00 weekly
_ F. Between $425.00 and 500,00 weekly
.G: More than $500 ee r week -0
H. No Response ?e 7
. 20 Average-apekiy sgigries'¥or saies employees (not
o including commission)z 7 .
oy . Under $150.00 per week 9 (19%) * -
RN 3¢ ;- Between:$151.00 00. 28%)
R " ‘Between $201:00 and L
e " Betwéen $275.00 and EHRTA RN

E: Between $351.00 and"$ ) : T
F. Between 25.00 and $500.00 weekly 0 S oL, :
G+  More than $500 00 per week O .- . B
H.- No Response 13 (28%) ' ,&jﬁﬁ? S ’

21 Average monthly commission paid to salés emproyeest .
P A Under #300 00 pegﬁ@onth 6 (13%) . . S
¢ B, Between $300.00 and goo oo-gog;yiw' 10 ( 1% -
C. Betwden $501.00 -and $800.00 monthly 9 (19%
D. Betwéen 7801 00 .and $1,500.00 monthly:.10 (21%).:
E. . Between $1,501.00 and.$3,500.00 monthly 8 (17%)
PR F. -More ;hgnféz 500 00 per month 0 ‘
' .- - G. -No-Response . (9%) | : RS

22, Do you give'serious con81deration tO“ﬁ“college degree when i”

hiring radxo station personneI?

o AL Yes 29 (62%) - PR AU E
U8 No 16 () - T
No Response 2 (4%) o o o '

RS 3 you give more consideration to a college degree in radio’?

‘éﬂi?’/ ;'?7" and television than a college degree in some other area
o . when hiring radio stékion personnil? - e

Yes 19 (40%) | { : },,/f\ ‘f. i

ey, Which is*given the g;eatest consideration when hiring e
. radio station personnel? 7 ? , o

Eﬁ‘ AV Prafessional Broadcast Expe nce 30 (6#%) ;;5 :i.;lg
" B. College Degree in Broadcasting’’ RS
. C.- ‘Both considered equally 14 igeraxion 1 (2%)

cag

N

ST D. Neither is an im o?tant cons SR A f
i, E, 2o (e) = ST s

|
T W .'
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who is interested in succeeding i

. What is the one pisde of’advice yo

A Accept constructive criticism willingly. :

ﬁ:ﬁwGain some undefstanding of:all espects of. radio._=a'wn

C., fGet a good liberal arts education.."

.D. . Be dedicated o your joﬁr

\
\

\

N

PRI

.

1 wouid give a person
radio today?

B, Start at a smmil station. learnfmany facets. and

then move to & bigger station.

'”college.

'J. Take courses in marketing in college.

I;_'Getra college degree in broedcastﬂng.

K;;'Set partfcular career goslseand objectives.

L. Always want. to 1earn more.

M}i,Try to cooperate With co-workers._. :

.......
e

")
e
»
K
.
B
]

"

’ 7.'-

e

f‘

Get . a business msjor anaﬁe.broadc'sting minoﬁ;:*s;fﬁ

. .
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.i 'Newswriting
'zgwmeannﬂny

A ‘ni“ .
. )

Number of Reapondents: b6(98$) Number or Non-Rﬁﬁpondinvial(Zﬁ)

] B o "'i”;i, .~:‘;' f” "

Newn Personnel

Cay

Y

| 'smemt it Entry-Level smlal._
; - 1815

end

MMWWMﬂMMWmh.-.ﬁ
.8 st Gl BR 9w oy

po-sir Délﬁéiy e

~ ' ‘.‘JF.

T

5/115 lth/aof] 771556 27#%

2h [ o

- A b/

21/#64 9/205

6/13& 5/

q-p-u\ -:-i.i.-- .

" ;;_ i | 1/2% :

3/o% Foins &/

e =N

~[inderstanding of Y00,
Rules and Regﬂi&tions

. ' " RN |

' : - O ,-,‘f‘.“,“‘;',‘l
lytiglen 1
" , Ly
ot . LA ‘o b f :
R

v\,Operation of Broadcast - }

Equipman%

" - - —— L
N e ' . i ) ko
e e e g ——f L o
6/135 /158 b |
' .- B " H L 1L
' i K L 3 EEGEN I

. Knowledge of Ratinga |

----‘-- LT --Jﬁ- —.--‘--

Pi’duction TechniQue

§ |

/oo 2/ [ 8

,Interviewing Technique o .

_15/33%10/22%5/11% 274 | 4/24 = |

Gempetitiva Media Awareneaa

"l

hammpw

| Othere

News Gathering Ability :

A 1/ [2/ |1/

' -‘”-&-‘ ,’,

LTI ID

-p-‘- 4.

L‘

P

effectively w1th others;" "dependabxiity;" and. "awareness of the 1aw.",?;

9; nnxry-levellskills.fqn news perapnnel

o
. q)

'WT R

£

*Examples of "o‘ski'ér's responsee 1isted by managerss'"saies;" "business appreciafion;" "working

aim i
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- Number af Réspondentm b6(98%) Number of Non-Respondéntss 1(2%)

) "'Statem‘e’nt of Entry-lﬁvel Skill g Priority Rankings by Managera ST B
o Bt 2nd- 3rd - 4th St 6th 7th Bth gth l0thf.

,. Pn-air DGHVBI‘;I . \ —F *kafajis/u% 3/7% ..;...;h.,,_..:;.:,.;..._f.....:....d....,.L...I.."..;....:'..,..J.
| R =) N LT O P AU B
© B5 wop.n Typing Abilityf;;;‘;i‘v I S T e e P st | sog |

R et I3 o, Eamta Fawasms e m

~Inderstanding of BC B 7 S o e e e e
- pules "'_]:"tﬂesillationa Wﬁ “*/9% }/7%,_.. 13/231 6/1 7/15ﬁ/1!% /118 1/2# e

= i — s eama 1
pperation on of Broadcast Totlog fise B I S T

_ Equipment o 1/2_5. 22{,{% 10/22” 6/13‘5/11& 1/2% o o b 4
. nowledge of Rat_l\nga_ .- 3/7% 75/1%%5,{5]115 13/28f=-=-4 e
- [Broadcast Engixurig i 74 kg o756 [e7i4a| a9 11 78 o
g ‘Productior Technique |
r,Competitive Media Awarénesa j §
:,'ﬂff.others* S B "

x T

*Examgles of "other reaponses listed: bg manageraa "will&n@ess 0 1éarm" "work well 1n
. all areas;" and, “att:.d:ude." ‘ , L

10, .‘ En@y‘le‘m Skills'.ifor anowneing personmel . S t n

X! ’ |
! ;
|.’-, ' o ]
4 .‘d . .\, )
: o -
e o v,

. vy o . o L .
\ v SN o ‘ )
' ! . , - I . . ) . R
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Y - . «.-.;.«‘-”;:f.> A
Numbor of Raspondcntan ‘?5(96%) | Number of Non-Respondantas 2(&%) '

Statement of Entry I-,evei Skﬂla | h{iority Rankings by Manaaera N
o Sales Personne}. lat an 3rd th 5th 61:5 (T 8. 9fh 16t

T T2/ jif 8/1896-8/18%' 5/11% W

°°PWTE§ | e 11248 1@/31#»/9% A% |37 | oM | == 1/28
- pswpin: Typlng Mility g "---'.-'3/79% 6/1***‘67’135 i M A B3

Understanding of FCC/FTC T AR 1agl 4 o716l 1704 Foue|
: !RU]:GE and Reguiations ' ' 1 4 %1/2% Fh/gﬁ 6/13% 7/1651 1/?% | "

.. Ope,régégglpggngroadcast 7/16}17 /16% 3/18%1 /2,‘ , /25

Production Technique + it =3/ 913 o/20% lu/o% /9% - | 3/7% | 2/ Feme|
[Ponpetitive Hedia Avareness 7% (18/k0|18/2485/118] 3778 /. |1|/2'%  eacel 1/26 4
orketing Techniqie p/6efio/k|3/rs (128 [1/28 ikl [iepi/of pene|

Uﬂ"ié'ré'i ] ::::;E:::::i:;ﬁ;;_:;*;'";;'-"""’"""
E— i Eomota EEDNEE

¥Rxamples’ of "other" msponsee listed by mgnagers: "knowiedgei-o“&_‘,,retaﬂ businessa" "sales
ablllty;" "self-organization;" "creativityy,’ "business comprefiegsion;” "eotlection .

a techmque;" "sales expemence;" "sellmg techmque;“ and, "desf \-e to seﬂ " R
o 11, Entry-level éi{._iié for sales persons R |
' , L




- ﬂuﬁmr---35ffaas§unasnt'si 38(81%) 'mmber of Non—RéEpondentsz 9(195)

-h--—-u_f l "
Statements; qf Characteristics Priority Ranklnga by Munagers o

for Success (Long-Term o ' .
‘ NPIUWH’G) News Parsonnel lst _)@ 31"] l"‘h Sfﬁ 6tﬁ T Bth 9th 101;}: |

| lComnmnity In'ff;yement, T b/iiﬂ 3/8% 4/11% 5/13q 2]4'~ 373% ----'% E/i/% 3/8%ﬁ
N 1 U2 2 B P e P LR
\Responaibility/Dependability 11/Té' 11/2980/188, 11/3% | 2/ /5% |18 | 1/8--=-{ 1/3% |
~ fnititivefpotostion—— oo yron g T Y TR ]
 [wality of On-air Delivery |s/136|k/116 /86 |3/ 3/8% 7/188)2/5% | /88| 3/88 |<--i--
125 Wopiti Typing ADALLRY  feeeeenneed] 19 | <oefenene| /36 [WAIRS/L8 5008 508 | 0
fuleg wd Rogtions {8 2/55 38 2/58 e 8 16|
Pewswriting Abﬂity | 2/553/35 6/16%, '/éi% /13¢I /8% li/114 7""'1/3% |
."F"‘E‘"ig’ ualityTgi mllril;ggviev!lrf_g . l 2/5;;4, 1/3% /11%. 1;/119;|5/1 3,; 2“/5,'{1;/1"% A%

.........
(TS N IR R ] PR I T SR RN B

) 7uaiity of Production N q_;___‘—j—w {,w;~fw‘.;;_; B T N |

B o el o e e e
- Fffective Operail Tttt
Ero:gca:z P °f stk 0 || 55 /98 67168

:-,-‘;,II‘Jepth of _Avareness of B }i /3% i /3% "'l“".j""-'-"-v-:- 1/3% 1/3% 1/%3/8% 3/8% “

. o ‘f;_i

ar oo

edia . _
e Ditity. ““"“*"g.\,,  |unspes [yos s e prsk e [5es]  |
[iilhgres foleort skl [5/os | 5/08 b/ase | 1/58 /a3e /s | 3/ [olss |

RN e e o i e A s

! '*Examples of "other" responses hsted by mANagerss "1ega1 gysten knowiedge;" and, ‘,"understand- :
ing of business woridi"— . . | | 5

Success Chéracterxstlcs for news persons
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Number of Raspondentau 38(81%) Number of Non-Reepondantaa 9(199;) / _

1

o:‘;nze::nn;f;:r;’ T =—
nployuent) Amouncing” fist 2nd 3rd M sth 6th 7th 8tn ﬁth iOth;_g ;

—

© pommntty Trvolvent [/ [/ E/J% 2/5% 6/i6ﬂ 5/13&/11% /st (s |
ggreasivenees R ‘.--;'.'..1521/%;4 13/11% 2/5%Z 1/3% ! /3”
_‘ quponsibility/Bependabiiity S A I S A s A
|l tiative/Dedication — 3784 /2 B721% | 5/13% | 3758 [ 3788 |3/88 |/ |omnnen
Quality of On-air Delivery ’?2/5’ 5713’%{6/162 -2/59;;:.-_ 1/% feene 136 ‘ |
.|'25 W.pm; Typing Ability :§::::;;§:::::;::;::;?;":f;..‘:i:::‘:-;.;;:-: 1% 5/13*1/35 *6/16%

Understanding of BOC [ 1/3¢ koo 1754 o7eq |1/% [a/aglerie
’lﬂuiggsmag R:Eu;&tions .1/3? === 1/ |5k (1% e 5/15% 3/3% ’*/H% 2/55

© ompwiting oLty e /38 s 0 |1/) w/nﬂ"?/a% o4 5138)

S B B Y B g o
Effective Operation of - “kocof 1715 2700 |70 | 27(9| 1742} siegleiga b onced 8.
Broadcast Equipment - - i Mﬂ .3/ 8% 1/1%8 |5/ 17 3 h/ H% 2/5%/ 16% R Pt

| B:oadcast Engineertng A R N
Khowtedge - | st el 16 I B KUK

N uallty of Pgoduction ;

lQ Techniqu : e o

epth Of Awareness of . | . 71 I . s Lsicebsina ¥
pﬁpetitiv" Media = - . /3 U SR S ¥ 8% |
gnesa {5 Neeept 1732 2787 Lei1a2 | e/1¢a
Constru e Criticism / 3%?‘ /% |5/ 13%. 6/?16% 3/8% S ‘
| Others.* N - ,- -

 Hxamles of “other” responses Listed by senagers N/

. .

13 Suceess Gharacterlstlcs {for announcers




~ . Congtrugtive Criticisn

PR ' ' . o
S e
C
o
L " A .
* ,\. t

'.Of‘ o \ . ' ‘- i b" ’

Number of Respondenim @“0(85%) Numb?fr of Non-Reaponﬂentsn 7(15$) | _._*; e .J

. -ffor Success -(Long<Term .

“ . Ftatomnts. T Charactaristﬁql e prlerdty Rankinga Iy Manﬁaers -‘[ ‘

. ‘Enmploynent Salee Peraonnel

131; nd 3rd it 5th bth m Bth. ,9th 1oth

o CUmmunity Invoivement‘

e

3/8% 3/8% ?:-‘-:; 2/5%

| 8/29717/1%/1 5% }/8%

_._.,.m.fr-Reaponsibﬂity]ﬂependabﬂity de/ggﬁﬁj{ ﬂﬁaﬁ i‘:;f ‘ 348

 [nttiative/Pedtcation

- {a720ne/ ey om Lo/t 0k

" Ruality of On-air Delivery

e e 2.0 o

S wipin Tyging bility

| :-:i:i:::::,:::;i; 1/3%7 1/ ,:‘ 174
~ ot

“ ,@daratmdi FFCC and FTG
ules and Regulations

IR T Ep—— | --¢---

eopywriting Abﬂity

Ty 1/3% J ' f

- Bffective’ eperation of?

B T A e
fmmnfoactify ,

Eroadcast Equipient. e, |

.‘ I_’uality of I oduction

" Tecl ug; Q

N I - : i P P
! " N e LR R P Pl W
" . L ooyl PV i 4"
’ ! SURERE! IR PR LA, s
" ] . y ¥
rhe==ee] /31
B Al

epth of- Awaren”ﬁés of

-

» {Competitive. Mé*dia

[ P A S AT T

. Wiilingess to Aeoept |

[l

Creativity of ﬂarke{in

3 T e

R ,Strategxes and f‘PachnkL

§ oty

-" t &
l X3
1
"
Vi X
. " . ‘ ,'g: i y
i LI - U N O
) [ e 2* - A " g om Wl 60 on e ol U e G WD o) ) qn-i
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N . ! '
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b { J,q i

nagersa "natural salés anblli’ﬁys and; "selling

';‘:‘2.'59;‘95#?‘038 | :II'-.. ; ‘- - 189 . .




L8 R R Y S s (R SN . R 5, . oAU P A L NI
LA ..r.’_”, - w. ST e CTEL T e e 13& S
. . " § . . B

| ﬁﬁﬁﬁif«ot Non~Raspondqnis: 3(&5)
%, _i Numﬁor of Rouponaonfsn ¢55965)

_,..;.,' Raﬂio Station. . |- . ° Pnierit
A Voeatde | 1at

| Fngineering “i1/26% 13/29 3/7% 137‘29 .,f"s--"fi.: ==
rgi;ﬁé? Nows o 6/43% m;;{g#:”i- 7F§/135 .

. | Announcini‘-i" . é/q.; 9/2'077_' ﬂ,,/si
=2 e 7@?5 ' ‘L T ; éé;Eé? T1/2u
' o diﬁgf‘ﬁi o ";:;;2;;':;:2+ mmcapbozaca| . 1/2%

& | 'Exampieé“&f "other” responses 1isted by managers; vaéﬁ;g;ﬁ;ﬁ%}ﬁ{”“

[
- -

5. Positions in radis most. @ffic;u;t to £i11.°
B S IO
» R T

’

v

: .. <.
| Number of*on—ﬂesponden‘bs: 3(5%) Y
- Number ‘of Réspandantm 4‘*(9‘*%) .

e

[ Radio St&tion — Prierityﬁankif‘f by
', M ist-.  2nd rd _ 4th)
f-ns:tneeriri\ e /é,g\ 2 /5% ;,;——.:

";&Nei; f, | 1/2% 19/439f15/3uﬁ8/18%’ 3%
] ﬁnﬁounch:xg "3/3’% 15/3”"7{ /9% ','"""%ﬁ /29

_.sales .- |12/274 8/18% 13/30759/2}05 1/29:
Glericaﬂ; o A7/46% | 1/28 | 7/164417/ 35K 1/25%
. '--".Q';l;h'éré'i_ T ..'..-...:..:...W.;...-...’....ﬁ--_.---............i.:;-l.-'

*Examples 'f'of "other" responses ‘i‘isted by .managers: " managements

A T v Posxtzons in rada.o that must moét freqﬁently
S - obefiljed. | - -

. . .,’ 5 -_ ‘-/.'T" : .‘. L::;.;.; A"';'—n )
S A IRIRY. L MR




L RN - e . . . e : e o “
ST . . B e -\\ - S g o
Lot f i . A - ) L - - e oo
. : e . o S e - A SRS IR
. . o A T R S AR .
e .Y oo s ‘ , 13 . oo e
* . . T e
. - : . - I

L ' TOWA SMALL mmm RESPGNSES |
A markat. comuercial radl statioﬁ ih e state of r@jf'

_Aretnrned tﬁe

2 Towa wadg'g

givayed {84 @tations) and -hu at&tiq
: instrumont

or a response’ ate” bf 52%

nf

,@11 ?hﬁ*numbar of years “11 tima radio statian amp?qyme
‘?Hg-‘ in which reaponding managérs were angagedx RSN

’

i P __ﬂ Phutmins Le 8 s~—than—2 —3‘8&!‘8—1——%) *
B." 2 to 5 years (7%) - . e
- C: 6 to 9 years §11$);1_ . L
D. 10'to 15 years 8 (18%) -~ :

E. More than IS‘yéérs 27 (61%)

L o A.; Befora age 25 4 (95) , )
T e B 7ijwien~23 prid 29 years' ‘of age 1
AN *ur”C-' en 30 an& 34 years of:sage 15 (3h4%)
: L ietwaen 35 and 39 years of ‘age .5 {1
3-* Betwden. 40 and years of age 1 (2%
CF Beyond-age 45,7 (6%) e '

3. Eength of time respondents have béen a stativ
‘manager: - e T

s
. : g‘;ﬁ

. ' B;: 2 to 5 years 6.(1@
- . Cp -6 to 9 years 6 (13
... D, 10 to 15 years 9 (20%) A T >

Cl g; More. than. 15 years 14 (32%) BN . e

- l+.l%§ oondents prxmary.area of radio experiencé. prior o - f
o :b oming a station/general manager: 1 T Sk
o fBs ZErogrammxng .5 (11%) 5 o ' “

2., ¢ 0 le. Announcing 2 (5%) - LG . .
;o%' . D, Production 2 (§%) R Lo e
.. .Ed News - 2,(5%) ST . . o TR e
T ~Eng;r;eenrrg 0 | ,:7;7 e e
- .. G. . Bookkeeping and ,Accouflting.aB (7%) S
B ‘{Q%her (includes combinations of above areas)

o 5% A%tendénée at a coiiege/univer51ty:

A:. Atténded '35 (80%) R S
'B. - Did'not attend (20%) S }QGQ%J ;

*The g;pgt nunber is the total number of managers respondlng
as_indicated; while the. secong ndhber is the pércentage that

numarait repre sents: - ‘
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' -;.44,

. 6 Deecriptione of respending manes

A, Study.in broadcasting bu" no degree earn*ed (lﬁ%)

B. ' Some college study byt né degrlee fearned 8 ,18%)

* C. Two-year Igroegcaglcil@degree earsgd 0 /.
D. Two-year degred earned. 1 (2%). PN :

)

. Four-year broadcasting degrge earne_& 1 (2%) o ,_z o

. F.  Fowr-year degree earned. 13 (30%)°

' G.. Graduate degree in broa®asting ea.rneﬁ 2 (“5?)

H: Graduate advanced degree earned . 3 (7%) S, i
I.  Graduate: etudy but no- advanced degree earned 1 ('2%).

j. No- Response 9 (20%) S
(36% respending ma.na;gers with a college or un:.versrby o
education have a bachelor 8 degree ‘or better.) o :
7. Dbd yeur ceHege educatlon benefit your radio career" '

Jla ¥es 29 (66%) - 7", o
s 5 (11%)

-G; No Fesponse. 10 (23%) _ T SR r

,Number of full time'em gloyees on staffs of responditg
- '-‘_ 5 stat:.on/gemeral manager .rad:.o stat:.onss | \

Fewer than 5 *Dns ,,,,(5%) r S |

5. to 13 ‘persons - 18 (41%) . - %

14 to 24 persons’ 16 (36%) , v A
25-to 40 persons 8 ( 18%) - | S

- More than 49Q persons O : . . .

Ques%ions 9 through 16 a.re summarized 1.n following pagee. _ T

Avérage weekly salar:.es for engineering empleyees:

s ed _{eefk 3 '%?%)
FAr8200.00 weekly -
o* $274.00 deekly

& ,,350 .00, weekly
, 2# 00 weekly_

o




A e 3R E b
CoT e LT S
. 19, Average weékly salaries\for announcing employees:* ﬁwﬁ“iai.
Cs A, Under $150.00 per week 2 (5%) " S
' éﬁ“ Co -B: Between $151.00 and $200.00 weekly " 187 (71%g
. ;. c. Between $201v90 and $274.00 weeg;y 16 (36%
o .~ .D:s. Between $275.0Q0 &ﬁa 259;66 weekly (7%) '
E. .Between $351.00 an 24,00 weekl aﬁ)
o 'F. Between $425.00 and 500.00 weekly 6 o
" G: More than $5oo oo er week o
a - Hs No Response ' ? :
‘ ée;f~ Average weekly saiaries for saies employees (not ’
G : 1ncluding commiss:on)a : | . : "
” ,ﬁ;r'Hnder $150. 66 per weekf 2 (5%) 7:;i - »
“B. © Bftween $151.00 -and $200.00 weekly 7 (16%)
Cv Bétween  3201.00 and $274.00 weekly = 9 (20%).
+- . Di Between $275.00 and $350.00 weekly 4 (9%)
w E.-. Between $351.00 and $424.00 weagly. -3 (7%)
- F. Between $425.00 and $500.00. weekly 2 (5%)
G:. More: than $500.00 per week 0 . o
. Hi No Response A7 (39%) L
: i. Average monthly commission pald ta: sales'employeessr- L
A: Under $300.00 per month 0 e |
B. = Between $300.00 and $500:00 monthly- 5 (11%)
~C. Between $501.00 and 800 00 monthly .8 (18%) . o
D: .. Between. 801 00 and 500.00 monthly 14 (32%)* R
E. Bétween $1,501.00 and $275oo 00 monthly 7 (168)
i F.. More than $2 ﬁoo 00 per month .1 (2%). B
- ~ G. Na Response (20%) fﬁw e ‘ *

2?.;'Bo you give serious considgration to a college degree
T when hiring radio station personnel:

ST T aL yes 23 (52%) ¢ s A
i B:i No 17 .(39%) - o : TR B
[T No)Response 4 (9%)‘ o . e ,;;ﬁﬁ

23. 'ﬁo you give more consideration to a college degree in radio

and television than a college degree in some other area

_ whéh hiring radio. station personnel?

PR : .

SN A ves, 28 (M) N T

O J” ) 11 ) . B.i > NO g‘ (ﬁ;}t%z 4, . e . . . e
\“: ‘ Nor ﬁ%dﬁmsg Ja (2%) . ’ ] \; v ' . .- B '
© 2L, i jyne greatest consideration when hiring ,f‘%ﬁ j

1radio sftt;oﬁ“personnel° |

. A«_u#wf ¢ ) ' P

. ProfdssitnEl Broadcgst Experience 21’(#87)‘

. College 'Dégres in, Broadcasting 0 g
equally 17 (39%) 5

Both considered e
-,{-’i 'Neither is “an- important consideration' 3 (?%
e B No Ruhponae 3 (ﬁ%) | ,

4 . ) A9 'L 161 . ) :F"';i

oo il




L X . A - . . " ; - .
r. . S _,.....‘.,-_' i"

25, What is the ‘one Qiece of advice you would give a persen

IR A .,E - who 1is xnterested in. succeedlng in rﬁdio today?
R
: : h‘ ‘ ! :‘ oA
-,yle and galn a. wide understgnding - .
N .ts of rad:.o. Rk . LT »ﬂ
t . ‘ deai; w1th ? e
- a5 pos31b1§ in ;;7—' R
PR e to blgg S °
- : : : " "5:_.;‘ L =
‘ DU I Getbéermuch praé@;cgl experience in brqaﬂcast 18
o . a t‘f',;f.?; ) aaapﬂsnble- CoETE T o
- JH’ S&% specific career goéis. ) &

Ki Aiways de51re to 1earn more. -

s

,ii;z Gooperate with yeur co- workers.; B : .

& . L Ta Y

R

>
-

i

» oz
o
R
Ry
£
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| 'Number of Reayondentm 35(80%) Numbor of Non-Rospondentsa 9(20%)

btatemen’c o Entry-Level SkiHsI . i Priority Rankings by Hanagers |

| ;".‘Oﬁ'g‘if béméf?;j s 12/34% 268 | - 1/‘3,;

@m.p i Typmg Ablllty B 1% 1% lo/es /1% 6/17% 6/i7ﬂ4/i1¢
. Hndef‘standing of FCC SR N PP Pt PR rs I I
-+ 'Rulgs @ and Reguiatlons . _1/.3_% -“ 2/e% ._1( » ,2/,6% 39 Y

) | nowle.dg'eof Ratirgs - 1/395"
production Technlgte T Leeecn 173 /38 | 1/58 |5/008{1y100 /230 57108 20 -t
[iterviewing Fochnique  oeeen| 2768 || 570040/ 208 71183/ 5% |06 | - 17
'feomp,e;fj_itive Mediz ivarenegs /3 |1/% |v/114 1L% 3/9% [T e

;}. chers | 11370 2/6%; 1/;% 1/3%'.'..-'--..1_.;.--.-‘.-..1..

, Operatiorr of Broadcast

JL

News Personnei , o |1t 2ﬁ_’d 3rd hth S5t 6th Th Bth‘ 9th 10th

T s | /a8 | | 8 |18

Equ1pment o 'i“““ 3/9% 2/69_5

1 98| 724 2 g~

News Gathering mbility  [L1/3% W/106[6/29% | 57148 2/8% 2/97; 22 19

B N : ‘ ] n . ‘:
*Examples of "other" responses ligted by Managers: . common sense;" "ablllto' tO get aio?k F
with people;" and, "gettmg along w1th other 1nd1,v1duals."‘ -

p : ! I ' - ; ‘ . '., .
-9, untry-wlevel SklllS for news persons ‘ IR K

I ' [ ‘-

' ' P o— : . v .
t§ . Lo , s
v . 3y . . .
. . . B ) ‘ . )
. . a3 s . -
I ' ) . . A
. . .
' ' s Lo I . \
. ! . . o
N . .
v ¢ '

' - ._;‘?“
i s B 17
" S
\ TN L . :



:df Number of Respondents: 38(86%)

Leb e o
3: I RS VIR

Number of Non-Respondants: 6(1&%)

f;smnmmormnrmwlﬁnl
~ Aniiuneing Personnei

) o i .

Priority Rankings by Managers

o st an 3rd b st ih 7th ethf;ﬂ h

';Dn-'air Delivery

 Popywriting M ——

b5 w.p.n. yping Abllity

Understanding of (O
Rules and Regulations

Operamon of Br_oadoast
© Equipment -

‘ ;;"' Knowledge of Ratings

; , - [Broadcast Engineering

Production Techniqw

.. lodgtitive Media Avareness - |

C fanms ---:“

[y

R
D

’L ,

1/}

; éq { "other” responses ligted by nenagers: gpontaneity;" *oonnon sense;" "mtell,lg nlgé

o " op SklllS;" e "getting along With staff," -

A

fl

S

B SY SE

et .along with peoplej" "flexibility;" "awareness of commumty;" "1nterpersona1 ¥ w

| Fo
\ N ¥



]

- Production Technique

Conpetitive Media Awareness

;

TR By _T,‘_'_;f_l;‘___'vw e
" Number of Raaponden‘ts‘i“‘ 3‘3(‘75?)

Number of Non—Respondontsn ;11(25%)

'statement of Entry Level Skills ' ,
lat an Tyl Mo Sth th o B oth

Sales Personnei

Pr" E: ity. Rankings by Manngers

o

On-air Behvery N :::f'_':' ;;.—;.E.”;.l.-.—.'; 268 ﬂ/12$ 3/9% | 67185 2/6% -‘--.--ﬂ.'
?Copywnitmg { 1738|6/188 |8/144 5/154 3/9% | 1/3% 068 | e e |

25 Wipill Typing Ability

F Hnderstandfhg of FOC/FIC .

Rules and Regulations ' . .

Dperation of Broadcast
Equipment ‘

b |

‘Warketing Technique

L6/4811/39% -

Vo

-------

e€x

N

12/36'45/9% T

g

advert151ng knOwledge;" and, "1nte11%§ence."

1t

[

‘?d '

X

untry-level skxlls for sales persons

 *Exampies of "6ther" response listed by mnagersn "demre to be & sales person;" "Seif
;. motivated;" ! "positive attitude;" "sales ability;" "enthu31asm;" "

sel*Y;starter;" "generai L :



L e o R r PN ' L e TR

- L 2 i - - N

n . B o FAE. e ' . L RTRITES ) ] . : o
] ’ ' . I ‘ - . N . . . N

b . i ' . ' A ' v . “ ’ ' o . - . Qe "};“P
‘ L W L. "m

Number of Respondentsu 33(75%) Numbﬁf/ oi‘ Non—Reépondentss 11(25%) H o i o

\ Jl \ K“‘f i 7"7‘17'..,‘7 '

I Statements of Cnaraeterisﬁa‘ P Priority. Rankings by Managers

: gﬁlﬁﬁﬁi? r%:ggﬁzf‘glgnnel 15% ffﬁ(d 31‘5 b Bth 5th 7th Bth 9th BT

- [onmunity Invoivement 1/3% "1/3% f.9/27%”%12% 2/§% e'.
N 7 PV 0 P 2 e e e [
| ‘Responsib111ty/Dependability 12/3648/20% | 1/3% uﬁg% 3% ] 7l S IR Y AT N ;.' ::
Initiative/Declastion  byotglo/ane [o/sealt/on |1/o8 st Jolen |/og] o domeen)
Qual ity of On-air Delivery . /1264126 5/158(2/6% | 6/188 (17128 | 3/98 --ox| 1/ | 22 'j

SR e

R T T e e 2 A A ] M B A T S
mgerstanding of Fo¢ | Lo | Loal 1 lodial L wal
- Pules and Regulations [T s B YRYH- T

] ewswgiting bility {oreslorats u/108{6/188] /9% [2/6% |3/9% | /12fenmreporeae-

quallty of Interviewing szadeeea | 3708 . &jié% /6% 5/15%h/12k5/15%3/9% b

f ;‘36_'[*\__

e ' T

;:‘;\»Quallty, of Productlon \ b iz ara s el e | igisa L
17w Techmque 9 S B B 1/3'% i 1/;%'5/15% h/i!2%

'Effectlve Operation of

e

Depth of Avareness of oo/ 774:752,:::1::::7I*5ﬂ7 it 'k,v};:‘ﬂ .
Competitive Media T 1/%% e s s 1/3%3/6% 2/6% ______ |

et ;{;}fg:g; Gﬂ“‘ermg, e | o168 R\ /6% 206k {375 (67368 /68| 58 | /% |

: ,onstructlve Gptmsm

: Others* I T""’; 2/675 -.----‘1/3%j.7--..._..._...4....---.4.'..‘7--_-.-...-..--_---- -

‘*Examples of "other" responses - hsted by managers: "abxlxty to get along with peopie;" and. o
"p051t1ve attltude." ‘ | o

2 Success characterlstics for ne Wher

) L L . ) L -
Y S g : S ol 4




. 3 . a«*b IR DU L ,"’ ) ey S S a0
L. B W v, e 3 LI o . ) . - - ) Ch R
i E . . : : ’ . - v, . ' o L
e v : . - o - : . o b o = Do o : R
. KR . ' - PP U L]
’ ‘ [

,\I.Eatements ?(‘Twacteﬂsticsr —
+ {for Success Izong-Tarw R ¥
'_EMpioyment) ttmnouncmg |18t 2nd 31‘% lith,,l,

» CDmmu"ity Involvement | .f;;;j;; 175% /124 :j_;l~‘ i A
© ggressiveneap | T ‘ 2/6% g * T =
'l Responsxbﬂxty/Bebend'&bility '; : Jﬁ%— N IR
‘;\Imtiative/Dedication _'11/12%}9/25%|6]18%, /9% | 2768 |
| Quahty of On-air Dellvery ’1?5/151 /214 16/-1'8%:»;";' e -'

| 25 W.p.m; Typing Ability ;:;:;,.;;-:-_:_;;_;;-"n‘ e .

‘_'".w Understanding of FCC ,” B RTINS B
Ruiés and Regulations 1/ ‘2/5%

. [loywriting mbitity o] 1/ i/jg]pyﬁ%. -

"~ Effective Operation o I S P R B B ol
"Broagc;st Eg?x?;mez: f __{_"'_'";"_ ._1/3%.#/ L28\7/21% 5% b/18812% | 2/6% !'.1/_3%, YR |

Bl . e ) L ) [

~.;za*°““$2i’hﬁfqﬁ?"’““f"____ e e

Depth of jwareness of , ¢ ' |..._lils " ---o T] r—

] Eeompet’i*qtve Media - fj;,w ‘?? QB% S ke '1;/3V ‘: -

" Hillinghess to Accept B N O e P P A P e
.Fgonstructlve Crltlclsm «,2/6@ ﬁ/ 2?% 1/ '3% 5/ 15 |5/15% 6/.18; ] e B
Others I T .‘.-.%. 1/3% /% V375 SR S S

‘ *Examples 'of "other" reeponses Tisted by nanagers: "abflity %o get'"%long wih others;"
“"pergonal appearance and spontaneity;" "pcxs;txve attxtudgf " andy "gé tlng%ﬂ;ong with 0
-other empioyees:" y | ﬁ | IR R

o, 1,3;; Success.chara’cteristic‘s fob ériﬁouncérs T e PR

T
-t

e W : , o ’ ! - f
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| Number of Resﬁondentaa _33%75%) Number of Nen—Restndentm 11(25%) '§

*tatement'a» nf Characterist c8 = |
*_for Succeds: (Long-Term . | .
mploymenﬂ Salee Parsunnel

&

4.'1

, "Rankings by Mmagerg e
3rd uth 5th 6th 7th Bth 9th }EUthfi e
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\ v
: |

f\ Number of Respondentsn tP2(78%) Number of Non-Reepondente: 12(22%)

\

tatemente of Characterietice o | priority Rankings by Managers |

or Success (Long-Term
- mpmmgt) éaleg Pergonﬁel let 2nd 3rd l&th Sth bth  7th 8th 9th 10th__

. Pommnity Involvement o

nggreseiveneee

Understanding FCC and FC '1/2% ceee| 1728 |25 |-~ 1/28 2% 2/ | 2/ 7/17%

Rules And Regulatwns ) 1 | B e

Copywiting Abitity j et Y6 |37 | W0 378 |5/1e 2/478 | 978
 Effective ﬁpEration of ‘.-i ................ l.-'...':::;::::::.:;:::: ;.;.“:::: 1/5% ;.-.;....--".-
| Broadeast Equipment .. |- l | N " o
1 Ruality of Production || |l ot || Ly Lnee |
- Technique | - 3/ " 1Y 2%_. _le/ Lo
~ Depth of Awapeness of vt o=\ 1 757 |57 7104 5/¢2 |o7512| 67109 -~ MNatsa
. bonpetitive Nedia 1728 === 1/28 [1Yek |k/108 2/5% |9/218 U M1/28
fillingness to Accept I R T ]
'.1 lconstrﬁgtlve Crltlcgsm ; S I 2/5% 5/12% 2/5% 3/7% , 1['/10% 7/17 /;1#% 2/5% .
~ [Preativity of Market;ng Noins o sea | ezl 7an o/ ndosrad 11752 |a/ot Lo L
~ [Knowledge of Current s | 1ing :
% arket Techiigues | 2\/5% 5/12%3/7% 6/11#% 7‘/‘1%/16% h/Aoh 1-/2% 5/12 1_/2%
i: . Otherst : o i?’é% 1/2% 1/2% 1/2% 17 ::_:::,;t::::::;::;;2.2--'.:.,.-- .....
= — —t—11 . —T
' r #Examples of "other" responses listed by managersz "understandmg reta11 business;" and.
I eollection skills:" ! v _

‘EKC 14, Success characterxstxcs for é‘ales persons - ¥ | 19 i

o |4/104 3/7% /108 1/2% li/i’e’% U

o 2/5% .1/'2%1 == 2\/% ::::;::ii:;::; '
Reeponslbility/BependabHity 8/193’13/31%[11{53 4/108| /104 2758 [ 1726 [1/28 | meiecprememme]
In;tigjive/ﬁedieatten |1/ 3L/ 26/ k1% (25 h/lo%J 3/ |--nmnb- I T

* RunLity of Ovale DelAry[oooefooed )06 oo peefoeen 18 | 1108 /24| 316 |
'25 w.p.my, Typing. Ability " j;;.:::::::::::: 1/2% 1/2% 1/2% illzﬁ 1,/2ﬁ 3/7%_8/19% 1

2SS T



* - '7 - 777 ".7;77”7”7”77777 - oL
Number of Non-ﬁesp’ondents: L(7%)

'Niiilﬁéf of Respondents: 56(93%) ‘ ’

Ras;QWStgt;on — 1 . Priority Tankings by'ﬁanagiis |

_ ocations .18t - - 7 _

EnSine&rinS / ' i2’/274%’5/32% 8/16%|10/2084/8% |--=-=-=
.| o News .. |3/6% | 13/26f22/LLf6/12%|3/6% |-~--=-=| & _
o~ Announcing | [s/10%° | 5/108] 15/ 30821 /1285/10% |-~ - -- o

, Sales | 55/5’393 13/26%3/6% |=====| 1/2%|-===%==

- Clerical N lféi 1/éi —==== 11/éé%§l;/.68 A ——

] LOthbér's* | o ::::i‘::';:‘::_:::::54;:::::;;:::::;Ei::::::

I v - - - ' [ o) e
#*Examples of "other". responses listed by managersi None -

15, Radio .positions most difficulf to.fill

.
Number of Nom-Respondentsi 6(11%)~
' Number of Respondentsi t;8(897)
M Radio Station - N Priorlty Rankxngs by Mana%j:h
. | Vocations - - p ls _Sth —
Engineering - |----J 3/6% | 3/6% [12/2 5823/ 48! ~------
 News ‘' . |3/6% |13/28711/25%1/25% 3/6% | ------1
Announcing '25/53912/2507/15% | 1/2% | ==-mmfmmmmnnd
R - E— — e
- Sales o 17/35%7/15% 15/3394 6/13% ==---f-=----
LD éié'fi'cé.i ' 1/2% i.i/éa%i.%/iéf 1/23%L4/29%}F == ====1
' efﬁéféi 1/2% :-—L-.;;'._:.’._;;;_'I'.;.;:.;‘;::;:2::?;..
#*Examples of "other" responses listed - by ma:na;gefs: "very ] |
little turnover. , ¥
R e o : b
o R
t6. Radio po’sitionsWhich must be_most frequently-filled
¥ : | | | ; -
{




P . G & I 1 B . . . ] - - . A .
PR A .. i._.g 1 - . . . % R . . . .~
v > B T S S : . - . .y St : .

P . L. : . ) B S

LN

; .".fl{ g th -
, TR f;\‘o'
L h; A ‘_}- -, N ' \ . M - -
R . - WISCONSIN SMALL MARKET RESPONSES .
IR AR Every small market, commercial radiq ‘station in the state
v - .of Wisconsin was surveyed (98. stations) and 65 ststions .
B retumed ~the instrument -for-a- réspons&{&té of-- 6% ey
Cg ] ﬂhe number of. full time years of radio station empioyment
PSRN R - in which responding managers were engagedsv”
‘ ”;’fﬁf - A. Less than.2 yeﬁrs ’g o N

B: 2 to 5 years (8%1*
.6 to 9 yeers”” 7 (11%)

¢ D. 10 to 15 years 9 {(14% ) .
E." More-than 15 years 44 (63%)

2. Age at which respondents be cape station/general managerx
'A. Before age 25 5 (8%) . -

B. Betwgen 25 and 29 years of age 13 (20%)

(!

.

. C: Betwéden 30 and 34 years of age 20 (31%;
, _. D. Between 35 and 39 years of age 14 (22%
-~ { . ° (E. Between 40 and 43 years of age 3 (5%)
oo F.. Beyond age 45 10 (15%) / a ;
3. Length of time respondents have been a station/general _
_ . ma.nager‘: ,
A. Léss than 2 ye&fs,,g,(lﬂ%) £ o 3 .
B. 2 to 5 years 15 (23%)- o o Lo
C. 6 to 9 years 13 (20%) _ . R .
D. 10 to 15 years 15 (23%) - ° ?
- E. More than 15 years 13 (26%) )
L. . Respondents prlmary area of rsgipiexperxence, prlor to
~ becoming a station/general manager: :
. A Sales 20 (31%) ] H
- 'B. Programming 8 (12%) - _ :
€: Announcing 3'{5?1< ' S
- Dy Productidn 2 (3%) C L
- E! News -3 (5%) = O
F: Engineering 3 (5%) N -
N G: Bookkeeping and- Agggunt;ngLfkigéﬁ)fﬁ k S
S ~ H: Other (1nciudes combinations of above areas) 22 (34%) -

. N
5: Attendance at a coiiege/hnxversxty:

T A. Attend&d 48 (7L%) e

B: ' Did not attend 17 (26%) - Lo

- .
-t . -

*The first number is the total number of managers responﬂingf

. as indicated,; while the second number is the- percentage that
‘ - ‘numeral represents. "E\‘ S .. .

. 198
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X ' -7 i55 | / . ;
z g . - - . ,‘, N - 7 ]

6. Descriptions of responding managers’ higher educationsi

.A: Study in broadcasting but no degree earned -5 (8%)
Some college study but no degree earned 17 (26%)

o

C. Two-year broadcasting degree earned Q -
- - D& - Two=year. aegreeuearneﬂéiz—(31*“”W : e SeS
i B. Four-year broadcasting degree earned 2 (3%) BN
F. Four-year degree . earned 19 (29%)
G. Graduate degree in’ broadcasting earfled O.
H: Graduate degree earned 2 (3%) _
I. Graduate study . but no advanced degree egrned 2 (3%)
J: .No Response 16 (25%)

;’1’8; of responding.managers with a college or university

v . education_have a bachelor's degree or be%ter.) J

7. Did your college education benefit youf/iadic career? .
. ~ A: Yes 36 (55%) g
~ B No 13 (20%) -
\ * C. No Response 16 (25%) ; o
8. Number of full time employees on staffs of responding

; station/general manégers radio BtatlonSI;

A.. Fewer than 3 persons‘ 2 (3%)

g B. .5 to 13 persons 38 (58%).

! C. 14 to 24 persons 16”(25%)

4 . Di 25 to 4O persons 9 (14%)-
2 E;, Mor& than 40 persons 0 =~

Questlons 9 through 16 are summarxzed in folloﬁ*ﬁg pages.

-

17. Average weekly salarles for engineering employees:

A  Under $150. 00 per week 10 (t5%) f L

B. “Between $151.00 and $200,00 weekly 11 {17%)
C. Between $201.00 and $274:00 weekly .17 (26%)
, - - D. Between $275.00 and $350.00 weekly 13 (20%)
. .. * E. Between $351.00 and $424.00 weekly 5 (8%)
425.00 and $500.00 weekly O -

F. Between
, G. More than $500.00 per week 0 -~ _ -
‘ ‘H. No Response 9 (1ﬁ% '

,18. Average weekly salaries for news employees:

. A. Under $170 00 per week 3 (5%)
: B. Between $15t. $ .00 weekly. 30 (#65)

.C¢ Between $201 00 weekly 21 (32%)' <

D. Between $2 ) weekly (6%)

E. Between $ ¢ { - 2 (3%)

F.~ Between #25 00 and 500 OO '

G. More than $500.00 per: week

H. No Response 5;(8%? A :

_H o
Q-
NJ!_ .
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L . .

o ‘ N .
19; Averege wee&&y salaries for announcing employaesi

A t Hnder $1.OLOG pe\ WGQEE 5 (8%)
B. Between $151.00 and $200.00 weekly 30 ébéﬁ;
€. . Between $201.00 and $274.00 wsskly 1Y 3 -
- "B;ﬁfﬁetween }$275.00 and $350.00 wee 1yM47mL35) 44)migf,
~7 "E, Between® $351.00 and U}OOGWF‘EI?*—I—t2ﬁ)““_ ]
, N F. ’Between +25,00 _ana 500 00 weekly O A
’ . G: UMoreé tha $566 OQ er woek [T L
- H. *No Response g SN S . T

20. Average weekly . saiaries fer sales employi § (not &

‘inciuding commfssian): - : B A
A. -Under $150.00 per week 16 (25%) I S
B. Between $151.00 and $200.00 weekly 18 (28%) -
€. Between $201.00 -and $274.00 weekly 10 (15%)
D: Between $275:00 ‘d4nd $350:00 weekly 3 65%3
_.-E, Between $351.00 and P424.00 weekly 2 (3% )
Fa Between .$425:00 and $560.00 weekly 1 (2%) S
““. 'G. 'More than $500.00_per week 2 (3%? .
v’ : No Response 13 (20 %) , Sy

.‘Zi; Average monthiffcommissien paid to sales employeeég L
.A: Under$300:00 per monﬁh§<1 (2%} L

, ' . B. Between $300.00 and $500.00 monthiy .11 (17%)
: : i} C. Between $501.00 and 860 0p monthly. 16 (25%)
~ 3 « D: Between 861 00 and $1,500.00 monthly 20 (?%5%5

%" \E.. Between $1,501.00 and $2,500.00 monthly 9
’ 'F: More than $2, 500.00 per, month 1 (2%) -
‘G No Response 7 (11%) '; ' "'

g when hiring raq;o station: personnei?

AL Ies 26 (40%)
B.‘ No, 36 (55") : B . : A
C; No Response 3 (5%) o ‘.'?'. o ;

22, Do you give serious consideration to a eeiiege degree'

>radio arid tele¥ision thdn a'college degree in somg “other

2 ! _—— e —— [ = ”

-g area when hiring radlo station personnei?

; 23; Do ycu give more consideration to a college. 3egfeé in

-
A
T

P . A. Yes '26 (hO%) o ' -
i ' ‘ “B. No -36 (55%) = _ ; ' N
' ~C. No Response 3 (5%) ( y 5 Lo
ST 24, Which ;gfg;yengyggfggeatest consideration-when hfring
. radlo station 3Ersonnei° ; , .
A. ‘Professional Broadcast Experience 42 (65%)
B.. .College Degree in Broadcasting 1 (2%)
C.” ‘Both considered equally 16 (25%) -
, - D.. "Neither is an important consideratf;n 5 (8%) : .
; kS E.. No Rasponse 1 (2%) ' '

[V

:\)4 i o N R T , . iﬁﬁ :




R S N . : : . :
.i;_" ‘..:\ : R | . . . . ) .% ' ' Do
o v Y 25, . what is the one plece of advice you would give a persbn
{,L5_ - who is intsrested in succeeding in radio today? : ;
_ 'I!hemee)ilmm Man_ﬁ;gm' Resgensas : o -
Ef ' o : A. Be self—motivated.;; 347 ~ (z., . o
| & " B. SpeciElize in a spacific area of radio. Af you 7"
desire to move to larger markets.- :
C. Work in a variety of areas . of radio in small
. markets. .
“. - _ _ _ _ . o _ o _ . L : o
. ~ D. Get a degree in humanitieé,and sccial écience with
o a winor in business or broadcasting. : .o
- E. Get a liberal arts education with a minor in'
- ; broadcasting. ,
- . B v
' *  F.. Gain experience at a commercial radioc station
. while in college.
. » - e o B . o °
; G. Gain experience in_éll phases of radio.
: ‘H. Get a cbiiég§ degree in busineéé or marketing.
. J ! ' — . Ld
) R I. Be willing to accept constructive criticism.-
- _fg - J. Set sﬁeéific career goals. !
K. Always desire to learn gore. . ) '
L. égopérate?with your cdo-workers. :, - . s,
: : ) ' - ) . ‘ : » . ' l~'. o 7 . ’4‘ ".' ¢
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| ;'Number of Respondentsu 59691%) Number of Non Respendentss 6(95) .‘ ' o ‘, | | .

R —— '_t*"'

o Statement of Bntry-Level Skills] . Priority Raniings byManagers
| o News Persommel Lt end grd Wb Sth Gh 7R Bt 9t fody.

. | : AL s
 Pn-air Delivery'T‘- G 1/%4 ii/isiiy/zuxlto/w; 1/28|-:-- 1/2; | -
e I T D e f e K 1/5; NN e s

T e I Y P 1/ /o8 7/ien e

? Bnderst&nding of FCC  + 71 - | dJ L d S
Rutes and ﬂégnistions SR e b - 2/ 3| ¥/ 58 ,2/3%'10/17 12/20$10/1?$8/1 5755 .

i mﬁ;ﬁ’fpﬁen?m?“f | ?/3% 575 (W78 /78 15/25;11/19?;7/125 /% 1{/25 :

L -nOWl?dge‘ of Ratings . S e ity 113_ :ii;:;:':::':: 1/2’ 1/2% 4/% 12/2”23/1@%

protction Secime |--oe-| 738 /36 | /58 toshoinfyagooslo/ ] 1/

- teryenng rnion | /8] yhojos o/t | ] vern] &
. Koapetitive néa'iéfowaf‘enéss e e AL '2/3%_l'-)._.i-ﬂs/g%,_'é/:lg'ﬁzlg1’2/2 ﬁg/en"'.;" |
e Cuterng ity zz/awé'/z%o/y‘; e )

- Others ‘; " o _.; }/5% 1/24 ":"*'""-';;:""‘"'.'"'”':","";"'"";'"}"""'f -

-

*Examples of "other” responses listed by managersu "accuracy;" "ability to teke constructive
oriticism;" and, "reading abili(ty " |

P
T 'ﬁntry-iéiiél skills f.or;:,news persons . o RS oo
. N . _’<' ‘ ' K I‘; ' '
' "' (ﬁ LY f




5 Wanker, of Respondents:  56(6cs) . Hunber of Noh-Re

!
A\

7

-

spondenfsc;‘g(1h¢) 

| Announcing Qersonnel

Statenent of Entef-Level Skills

5t

2nd

" priority Rankings by Nenagers
bk St 6

th 7th Bth . gth

.

 preatr Delivery

| 18] -

i

-

-------

-----

-------

. Popywriting
opyieiting

Ju

44/74

14

------

25 w.p.0. Typing Ability

i

L

6/11d 6/11413/208 /79| 10/184 1/29

Urderatanding of FOC.
Rules and Regulations

w1

/82214 9/

Wirh

o

+ Pperation of Broadcast

Equipment

-----

EE—

-------

Knowledge of Ratings -

o= -

------

Broadcast Engineering

Protuction Technigu

pemen

onpetitive Wedia Awareness

------

Others

f

[Eppmpg g

* #Exanples of "other” feag

grounds" "ability to rea

10+ Zntry-level skills for annotncers

CE L L L T B

) fiSltﬂ '4;<f - A .

ongeg Listed by managers: "g0od judgnenti" "sducational back- . .
" "follow directions;! and, "production delivery."
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" Numbe

r of§é§b5ﬁdéﬁf§§ 58(39%5}5lembeihof\NDn#Raspﬁﬂdeﬁteu i

i iatenent énghtfy Tl sane fiﬁfit?ﬁaﬁkiﬁgslbiiﬁéﬁggéfé'fi\' el
o * Sples Persornel ~ \lgt Znd 3rd- bih; Sth, 6th b 8"“’]_'?"“\,1@ o
| pn-airBetbery | 0 s et Vb 1/28 | 2/% |9/168|5/% | /148 it
C fopeite 12 o/148 (16726460 o/t /28 [3/h [4/o8 | -mciiene]
¢ B5 v typing MLLIy | 1/2g] 1/28 |o/36 | ok | o8 Wa/ei/ 128 | 3/08 | Y06 eee i
 Underctanding of PO || )58 |7/tod /r0mo/urm|s/on | o7tk 6/tod soomdpene| -
Rules and Regulations -~ . | / % .7/ A /1080 _7% 5/ 9.%| 8/11% 6/07T U I R
. Dperation of Broademst.  |__b..{ 1/od /10 /et liog lo/ne
et oo 1728 6/10943/5?% u/y_g 8/1% 11/19%;/2% -
progiction Techmique | &/%| /26 [8/108 o/128 10/214 9736 176 |2/36 | - /2% | "
e oa heress |/ S/ A S |t |
 Vartotivg Tectmiqie _ pa/oefte/osslo/% |1/28 |1/28 R bl /2g |ty )
Oth'erlgf s | - ' - 15/26%7/12&1/2% _2/3%‘--f--:.u--.a--.;--.:.:....‘.1/2% ..... o

- —

— : . I
. fxamples.of "other” Tesponises 1isted by muagers: "sales enthusiasn “motivation;® ‘sales
~ ‘ability;" "aggressivemess" "willingness ¥o. work hard;" "self-confidence;’ 'radio advertising - -
nowledge; "kmowledge of radio;" "advertising knowledge " “salesnanship;’ and, "personality .
-and appearance.’ . S e 3
11 Intry-level.skills for sales persons . -~ o ) ST k
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o Dy :
Fumbér of Reépuﬁdéﬁtsr ‘5“(33%) Number of NOn-Respondents: 11(17%)
_1/_‘ I

‘_Statements of Character1st1cs L A Priorlty‘Ranklngs hyAManagera f,‘

k o
- |for Succest (Long-Term . [{. 5 e |
'Emplovment) NeﬂgrPersonnel | {;t nd 3?? ._ch :St{k__éjh 1 'th‘. jth 1eth |

eommuntty Invoivement 59824 ] 27H% /3 | o
ﬁggre331veﬁﬁ§s i o _j/ﬁﬁf u/7% 8/15%
| x'Respor}slblll’cy/DEPEHdibllltY 0/ 3502/ 22%6/17% | 3/6%

| Inltfatlve/ﬁedication f 1911/203 |
. | QU&lltY of On -air Dellvery 5/9%' 6/11%18/15% i1 ndsotng | eton Veroa | 5mal s /e

25 W.p.m. Typ1ng Ablllty '_----.3::-_ ;___;_ N
"Understand;ng of FCC- . ~ ol '
- [hules and Regulations RO s e e K K
Mewswiting Abilify | /61524 /% | G/URTE | 5% | ,
Qf?“‘%‘éihi?;ﬁ:“’”‘““.g e i8] o von| s [ - |asporoprins |ves
Quallty of Proguction - || .| ';;; L —;L;i:i;u; s7ia| wied aee |ejo
| Techmique < [ 128 | ¥6f | 2/4% -?/“% }/ﬁﬂ 3{6? E{?f;__
.E‘Tectlve Operation of . b - | | et I e Bt B
- [Broadcagt Equipment: [T 244 | 1728 | 2/48 |5/5H 59 |7/13%
D@Q’@hfof'kwareness of . __;.;";;;:‘:‘::;;;;;';j 1/0d 7757""0 20 u ‘ 756; '
Lonpetitive Media . 1/2k| 1/2 | /28| 1/28) 4 /7% | 3/

| Depth zgl¥§¥; Gathering  ~ p/1gg 2/&% 6/11% | 4/7% 6/11@ 2/ /4% 2/ | 2/¥ 3/68

manWSWAmwt' :wsﬁf’}; )\ It 'a ;;¥-o,' ;-
onstructive Criticism E/h%h/?% /118 !uﬁf%. e 3/67’5/?¢ ?/ﬁ% LAt
[thers# SN ﬁz% R "--%’--.-..--------.:..‘.--.,- 1/2%.-;;,‘.:.;;:::':

L E9T
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1.;"v’4'Numbar of Respondenta: 51&(83%) Number of NonaRespondents: 11(17%) S
; : . A ' . Yo s
?tatements of Characteristich' - Prlority Rankinga ot Managers | 1
Eg&iggﬁ;ﬁ;’ iﬁgﬁﬁnﬁg‘ T Cmi o bt Gt 7th CHh Gth f0th |
| }‘Community Involvanent 364 3/6% Saa=d 6114 '2/1}% i6/iiﬁ2/ﬁ%'lté@1% B/156| 1726
mggresswe{ess R N T R 0L G/L18[3/68 | /68 |59% |
o Responsibﬂt’ey/Dependabllity 15/28414/26811/ 0B/ 0% | /LS - 7 e i YN
. Inltlatlve/Dedication s 10/19711%/2%/ /4 B/ 3/6% | 1/2% |1/2%" (428
-Quahty of On-air Dellvery 26/1}8%8/157-&/17% 5/o% b/ud 2/ ..-.'-.,:.-.-_.--q-_...- |
D5 Wopom, Typing MbiLity  |ooon 1728 Poonnr) /28] /28] 1/28] o] 68los | 5758
Understanding of PO |.....ly, g aree biea oo lo 7192 18/ alo g 1871 e
* Rules, and Regylations. | 104 1/2% Ll U Sl il il
B e T o e ] s i il P A B LB BN
- Effective Operation of B A e PR T e
ot Bt | V| I8 |1/ /I Sl e
" Broalcast BIGINGSIE  |oooooiecac | 1738 | 2/ 1728 | 1708|2/i8 | 4708|5758 | 17
nowtedge N iR | b 1R | 1/ 2/% b Ve
' si, .. o] P_"'—"——i"' o ] A LA SR B . ﬂf
N e Kl K el ek
Depth of Awareness of . SN S WU N k4l 2 /44 ; P
Cnmpetttive Media. i R _ | J 3./6% 2/#% 7/513% 3/,§% 8/.15%
. .Willingness to Accept g | h/nad 64 {5788 | 8/1ca0/19%/11% ok |27k liing
B %onstrucmve Criticism A VW /e ,5/ ﬁ% 8/ 15#6/ 19(%6./11% ok .3/6%'F/7%
Qiheﬁ .--..-.---_-.---...,.4..--...1,-_.--;..'.--- 1/?% W N et

' #Examples of "other" responses Iisted by managersi "ability to relate to listerer.’ |

13, Suceess characteristics for amowcers . . T,z
] H A SR




b

i ra———— SR

, Number of Respondents: 55(8115) Number of Non—Respondents: i\[té%) : +
- tatenents o{LChargcterlotTcs ; ) Prio;ity Rankinga by, Managero A
,‘;;ﬁ;;gf,:’;‘ sﬁ'e‘s"pgﬁ':om m' ¢ b b 7th;8th 9th'. 10th
Commnity Involvement /6% 3/6_% 4794 | 13/2k 2]}&575/9% 5/9% ‘6/11 1/2$ —roase-
hggressiveness o/t okso 16k 3/685/5% |3/¢8 |1/28 | 3/26) /28 |-
Responsibxlity/Dependabil1ty li/éofiij/éf;iii;/é ;{;5\/6; 57967 3 gﬂ@ 1/35 T -
fnttiative/teatoation uoyseksys o/ o/aeg s/omu/78 2/ | v/as|1/os | 4728
N T e e e 2 A A EE A EE
25 w.p.n. Typing Ability  [--ve-fros-pe-s- ~ye-ee-{ /28] 1/28|------ 28| /68 | /9%
 [interstanding PCC and FIC |- - b aee| 1ol il sron [107188
Rules and Regulations * -1 Vb= 1 ik | ki |/
Coppiriting bttty eespeee- U8 5198 |5/9 |/ (/18] SM5/98 |78 "
: Effective Operatlon of S opate -1:‘:':::;::.'L./:V:::::::;::::: o7ik| 2744 Ve
" [peadcast Equipment " - A 2'/% 2/ NELE
‘Ruality of Production N P N | et Ve | 1ot g /ot
, ‘Technique '- ?/2% - Y68 |3/6% | 1/28{ /7% | 5/9% .
Dot et | Vo 06 R IVBNS A |18
illingness to Accep? sind | emal ona | imdizee | ezaglizen | arega | /e
) Constrﬂtlve Critictsm 1/2%1"" 3ok | 244 L,’/ 7%“’/ % | 5/98|4/7R | 5/168 3/6%
. reativity of Marketing |l b Ul bt L |
e iiey nd tamiaes /K 598|718 11 | S/ R [I | 8 -
 foedge of BTNt g /s /78 118 /L VIS B (2138 e
L Othors* | | WZ% '"""'"""“":.i'_f::::;:;j::':'::':::::;::::::::22:;

"salesmanshlp;" and,‘."deslre to serve. ciients."

EEC th, Succesa characteristics for sales perso

]

mg - !

/ ' :

N *Examples of "other" responreeo 1isted by MANAgersi "proven sales succese/("ng; asiveness;"

. ' - C B
’ . - ‘g
N | ] 1
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T S F T T N ;
Number of Non-Respondents: & (6%) o o ;/

_ Number of Raspondents: 61(9#%) o ;-\v' ; : B
.ﬂio Station o Priorif.y Rankings by Manage i
ocations | 1st 2pd 31 __5th _ 6th

“Zngineering 8/30% 21/3&%10716"'— 5% | 4/7% F---—---

| _News (/7% |25/5%429/484 2/3% ] 1/2% |----—- o

. | amnouncing | s/ax | u/7%|12/20436/59% 6/10%------- |
Sales. - - ' ps/57%[11/1847/11%|5/8% [3/58 |------7
“mﬂL”, 1-----t1/2%|2/3% |10/16442/69%------~
Others* SR U ) S P P

#*Examples of "other" responses listed by managers: None’

15, Radxx posxtions most dlfflCUlt to f111 7
- ) R o . - F B !
J -
/ : t '
Number of Non-Respondents: 5(8%) . .
Number of Respondents: 60(92%) o |
[ Radio Station | _ _ Priority Rankings by Nanagers
' /oca : : __5th _.6th
) . Zngineering  |1/2¢ | --—- 5/5% 18/20% 34/57 '2-2?;5;

News . 1/2% (10/17427/4 55 1u/é3g¢ /79| ======%

-~ e e T —

"| Announcing = {u1/68#12/2043/5% | 2/3% F-r-=-tte----
sales v |14/23 1/35211/18 9/15% " 3/5% | -l-se-
Clerical = 3/ 5% 15/25§13/22ﬂ13/22%1u/23 '?4i:L-;;s-:

77£?E§§i " » ::i::l.:.-_-_‘a-____.._.._____,--;_?_-,-f;éi? .
'—ﬁf,, e e e H
*Exﬁples of "other" rasponses listed by mahagers: WNone
g oY
Y v ‘.';"" e @ ‘;" h
16. Radio positiorns which must most frequently bégi%lled
_ : ; ;@_, e
'gf““r : b ' % X
> MR sy Sl
. e RS L
21Z;‘ . ‘ 4 v

b
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oo ‘mEvery;medinm”;": “’ﬁﬁe”
. -Indiana; Iowa;- Mieeeari. and
stations) and ‘42- stations _ref

for a response rtie of 46’

?gqenein was eurvefed (91f
f”*d the eurvey 1netrument ,_;*‘_

;\ . Pk « v e -___ S ! e

1. The number of years of full ﬂ&di~radie etgtion empleymept -
. in which reeponatng mantgere were%enge;edt o R

A: Less than'2’ yeare ‘a ’ _%j . | |
B. 2 to § years %161 * R o
" C. 6 to 9 years 6 (14%). - T
D. 10 to- 15 yéars i1 (263) w ' TR
E. More than 15 yeare 21 (56%) .;“Lﬁ 'fi : o
2 Aée ‘at which respondents became etation/generei menagern e
A; Bafore age 25 i (16%) R . 'gf;
B. Between.25 and 29 years of age 9 (21%) . -
C. Between 30 and 34 years of age 19% e
8 r D. Between 35 g@é 29 years of age . 17%).
E. Between 40 and 45 years of age 13 {31%) .
- , F. Beyond age 45 1 (e%) . . P:},f._
. 3. Léngth of fiﬁé reepondente ﬂéve been & etation/general b
: manager: ) ‘
A. Less than 2 years 12 (285) |
B, 2 to.5 years 1t (26%)
C. 6 to 9 years 9 (21%).
D. 10 to 15 years 3 (7%)_
| E. More than 15 years (1??)
h ﬁ; LRespondents pr;ggrygg;ea offgggigfexperience, prior te
jbeeoming a etation/general Manager:
. A sales 23 (55%)
B. Programming (1 ﬁ) ) : -
C. . Announcing O K ‘
D. Production- 1 (2%) L '
. E. News 1 (2%) o
.- F. Engineering (25) '
. '+ - G. Bookkeeping and Accounting 0O
| K H. thher (includes combinations of above areae) 9 (211)
" | o 5; Attendance at a. college/hniversityx 5
R 'A. AtPended - 37. (88%) e o I
L B. 'Did not- attend (125) . : ]%
'_i*The first number is the total nnmber of managersfgegggnd;ng
. as indicated, while the- eecond number ie the percentage ‘that
C . numeral repreeente.f, o . . -
O T O S ;2Jﬂi”-’~,F?’-:a: s
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-

6 Descriptions of responding managers’ higher educationsu

- A. Study in brosdcssting but no degree earned :2, (sﬁ)

/

g _Some. tollege study but no degree earned 042#5%_7:

, ear broadcasting de
D. Two=year degree earned.
-E. Four-year broadocasting degree esrned 6 (1#?)
F. Four-year degree sarned 9 (21%)
G.  Graduate degree in br ossting earneu 1 .(2%)
H. Graduate degree,sarned 1 (2%)- - o=
I. Graduats study but no adv ed degree earned L (105)
4« J. No,Response . (125)

(49% of resfonding menagers with a college or university

free gsarned 3 (7%)

“edueation have a bachelor degree or better.)

7:;?;; piad’ your cel;ege education benefit your career?

A. Yes 29 (69%)
B. No-5 (12% S . T
C. No Response 8 (19%) . Lot s L

8. Number of full time employees on staffs of responding

station/genéral managers' radis stationsa | :,Q-

. A. Fewer Ian 5 persons 1 (2%) o s
-B. 5 to 13-persons 15 (36%) - = - ;»'i ‘
C. 1k to 24 persons io (24%) -~ - . %

D. 25 to 40 persons 9 (21%)
~ E. More than 40 persons 6 (14%)
- F. No Response 1 (Zﬁ) B
Questions 9 through 16 are summarized in fellowing pages.'3
17.," ,Average weekly salaries for engineering employees

A. Under' $1 50,00 _per week 3 (7%) .

B. Between $151.00 and ZQO.QQ weekly 2 (5%)
C. "Between $201.00 and $274.00 weekly 9 (21%)
D. Between $275.00 and $350.00 weekly 11 (29%) .
E. Between $351.00 and .$424.00 weekly 6 (14%)
F. Between $425.00 and. $500.00 weekly 3 (7%) )
G. More than $500.00 per week 0 - iR
~ H. No Response 7 (17%) - o L
18. Average weekly saiarieé~}or news empleyees: J jﬁﬁE?
A. . Under $1 0 00 per week 2 (5%) ;__i;,i o
- B. Between $151.90 and $200.00 weekly 9 (21%)
C. Between $201.00 and $274.00 weekly 17 (40%)
D. Between $275.00 and $350.00 weekly 7 (17%)
E. Between $351.00 and 424,00 ‘weekly: 1 (2%)
F. Between $425.00 and $500.00 weekly 1 {2%) .
. G: .More than $500.00 ‘per week 0. - e g
H:. No Response (12%) . : K
“§3l=: i



R R B T T Vo
oo ] ‘ - . o . _"‘ . e . R ‘-! - :, * :'1:_
. i"\.i" o 167 : ".'“ff" e ;c%;-%f;
g 19. Average weekly salaries for announcgpg emﬁloyees; ¢
. A Under $150.00 %er week 0 R, j}f '
B. Between <00 and_ 12 (29%)
-+ C. Between $201.00 qnc - 3.%31$§ N
D. Between $275.00 and y 12 (29%) .« - .
“ E. Between $351.00 and . 2 ésﬂ RO 3
F. Between $425.00 and ). 00. we. 2%, ) L
G. 'More ;than $500.00 per week O £ o
H. No Response 2 (5%) . L PRI :
20. Average weekly. salaries fer sales empieyees (net ijﬂf f
’ including commission)s o . :
. ' J'ag. G N
A. Under $1 00 per week 7 (17%) B S
B.: -Between $151.00. and $200.00 weekly 9 -(21F).i. W "o
C. Between $201.00 ‘a#id $274.00 weekly 8t§f9%;7 SR
D. Between $275.00 and.. 3se.ee»weeﬁ1y'_6u 14%) o
E. Between $351.00 and $424.00 weekiy 1 (Zﬁ)si:
F. Between $425.00 and $500.00 weekl) n
Ga More than $500:00_per week 3 (7% S
H. Ne Response 8 (19%) T )
.éi; Average menthiy eommission paid to saies empioyeess o ff,

‘A.. Under $300 00 per month 3 (7%)

B: Between $300.00 and..$500.00 monfhiy (12%)

C. Between $501.00 and. 866 00 monthly . - 6 (14%)

D. Between $801. ea.and 500: 00 monthly 13/(31%

E. Between $1,501.00 and éz.see 00._ mont y (2 %)

F. More than $2,500.00 per month 2. T
G. No Response 3 (7%) s B Llff'*

+22. ‘Do you give serious co deration a"
! when hiring radio station,persennel? ‘

éf Yes 28 (67%) - .;'-,“_@l::?ﬂ?_s;:;,;??ie"
B. No 13 (5i%) o
c. No‘Response 1 (2%) L 53 .;-;

e in some,

radio and television than a college degre
area when hiring radio sfafion personnei?

A Xes 33%) - e *7;9ff N
24, Wnieh is given.tﬁe greatest considenﬁfion when hiring i
S radio station persomnél? - = . ", : _ i

23. Do you give more consideration to & ceii gg ‘degree - in .

" B:  College Degree in Broadcasting 0 = -
C: Both considered equally 10 (24%)

) : ) Bt ”“'}li B
, ﬂ;e-Professionai Broadcas% Experience 30 671%) ey

- :D:" Neither is an important consideraii'n_.ﬁ*e'ﬂ'st~
‘E. No Response 2 (55) _ :f.f s

_ . o N . B .
SR TR B SR 2 ' o ST T e e
: TR R : S ; RN Pt




: ; : :‘;;_'- - o ) | . . ;
' " 25, What ie the ‘one . pieee of advice you would give a person 'f-
S Who is interesteﬂ in. sueeeeding in radio today? - ,‘.;f'
T ——— : ) : : R <
e o 3"5:_'Begin-working in a small radioc- station. ~learn and -
. .+ 'saln experlente thpre. and then nove to'larger A
: : - stafions. S Lt T ‘ , T

. .g!t-§3 .ﬁearn a variety of radio skilis as a beginner.< IR

'”eq Get a degrea in Businesa with a m&nor in radio

_;;f '” T when in college: -

.;? '; .“‘yf5:> Work at afcdmmerciai”radio station or. gain somd .
S s experience at a commerciai radio station whiie”in
. N v -coiiege. _ ; _ ;-~g%-., T
: s ;;,TLE; amador‘in a broad araa of 1iBera1 arts in coilege;}%g‘eg
P with a mino? in radio. j' : o _ TR A
; EEEDTIENES UL SRR : X L

’:_v ﬂ _' S j-{!F{iiGe$ a coiiege education. ‘
| ;'ééeESet specific gaais for-your r&dio career.
| ﬁé.ftearn air you can about peopie. 'lbjﬁﬁn-. . -'”f; - iﬁ

. . };“*’statioﬁs. 7
' J. Act profesaxonally._ e

;' I;ﬁiae fiex}bie in your expectations for different ra&io
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L
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‘Ordinai Multiplg Pri;;ity Rankings Converted t
oo Rank- S‘E;;'!'E"* — fﬁ*&ﬂ&an%ahte*
IRE! Newswriting : -~2s13
2 On-air delivery T f2529 R
g News gathering - 2:61
: Intervgawin37§§§§gique SRR | T TR ®
£ AbiTity to operate . 497
) ‘broadéast equipment ' N
6 Productionf;gcmgique S 67
7 25 w.p.m. typing . . 6500
- proficiency , - o
* 8 Awareness of . . | 7:45
S competitive media ] s
- 9v Understanding of FCC 7.47
__ Rules and Regulations - . S
: 10 ] Knowledge of ratings‘ 9.09
10.. Entry-leval radlo skills fdr aqnouncing personneix-
. gank ASkills Meangﬂaine
| / 1’ On-air del_iverai,~,.,,‘ L. Lo
. 2 - _Ability to operate . - ‘' 2:94
: o broadcast eguipment . - 1
37 . ‘Production technique Cele 3;93
4 ', Others* - , _ ;00
L 5 - Understanding /6 6£ FCC e WOk
- N _ Rules and Re lations . o !
s é - Copywriting - .. 5.5
- 7 - Awareness gffff‘ i - 5:91 .
- competitive media g: . .. 7.
- 8 'Knowledge of ratings .~ - ' 635
S -9 25 w.p.m. typing . - "7:35 !
— 'nraf:,t;;gncv . o L _
. § 10 : Broadcast eﬂglneering v ;i:SB .
. + 11, Entry-léVél radio skills fbr sales personnel:
ggnk -”i§§ills i Meanfﬁalue
s 1 ‘ Others* 1,66 .
> 2 - . Marketing technique Y77
3. Awareness of competitlve S 24 79-
o media , :
, 4 Copywriting = e TE
i - 5 : Production téchni jue’ 513 -
. .6 5 Understanding 6f FCG/FTC 5:57 . -
S _ ¢ Rules and Regulations . .
. -7 . 25 W.p.m.. typmg e .:6;,30 =
- o . proficiency - ¢ .
8 Ability to operate 6.60
' : . broadcast-equipment N
o 9 - On-air dé]?;véry o 21& 7.48
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Radio industry ch&racteristics for suceess or iong-term o

employmen; of news personnais T -
WM@M&:&Q&M ! ' lj@"’ ‘Value
’ ‘ —1 ,*M“_Rssponsibiiiynggd;gepggggbttity 3 ——
2 - Quality §f' on-air delivery L:51 o o
5 . g Newswriting ability - 479
LT ; 4 Initiative and dedication . 5:03- .
5 -2 Aggressiveness * = - . 5.90
-6 Community Involvement 6:06 !
.7 . . Depth of news gathering - - . 6.67 (v
8 .. Wiljingness to accept . 6497 - N
- : 7 constructive criticism - - -
< 9 ‘Interviewing ‘technique. quality - 7.00 . . S
10 ‘Others* : 7:.67 -
11 . Dapthfpffg@aggngss of - 8306
= - “competitive media . - . i
12 25 w.,pim. typing. prgiigisngy 8.36 S
13 Ability ‘to cperatsfbgoadcast 8:69 ,
o _ equipment effectively A S g
14 Quality of production tec hnique 8:91 :
15 °  Understanding of FCC o 9.91
- Rules and Regulaticns ‘
» 13, Radid industry charactsgisgigsiggr success or 1ong-term
- employment &{ announclng persbnnel: ' , _
Rank————;——————Ghagactgiistics‘ g MeansIaiﬁé
Z - : - o
1 Others*’ - 1500
2 'Quality of on-air del;ygr:y ' 1:94 "
3 Responsibility and. dggsnsiabillty -2:83
4 "Initiative and dedication ¢ - 4:36 -
5 Community invélvement -~ - -5:08
6 Quality of prgggctipn,pschr}ique 5470
7 Ability to qpergfgfbgoadcast ' 5.73 .
* s ‘equipment effectively - e .
: 8 Willingness to accept . . 6:24 " R
‘ N constructive: criticism- o -
.9 - Aggressiveness £:67 - s
10 . Copywriting ability S L
11 . Depth of awareness of ' 10:00 -
= NI competitive media, - T
— 12 Broadcast sngineering knoWledge 10.172. ~ C&
" 13 . ~ Understanding of FCC - 10.71 - E
; ' o Rules and Régulatignsfff s s
' 14 25 w. p m. typing proficlency ':j-10;75i
. B AR B . 3 :
v : ' ; =~ e o \L ) )
R . " A G e X AR
_ ; - Vi s L -
o - S 219\ Y :




IR IO SR
STy

P A e o RN R . ‘ Tt
ﬁ L (T T ‘ RS
X B R L A A
| D S - 7 ?;': R R
- - iu;y,gggigm;gggsggyfgﬁaracferistées for sueeess or long-term N
S ¢ employment of ‘sales personﬁei: . e O e

‘Rankf4ﬁf4ﬂ44f446harac$eristics ' Mean iéiﬁé?;‘j ;?

1 -Agsrgggtveness —276~ .

.2  Others* - 2,83 o
g ' Initigtiyg,and,égéicatiggf,~ 1307 - ‘

A - Responsibility ggé,éenendabiiity 3:39

g .5 Creativity of marketing - - 416 |

- strategies and techniques I |
6 . . Community involvement ] 5:11 ‘.

7?7 °  Kndwhtedge of current, - - 5.28

S marketing techniques . s
8 Willingness to accept - "~ 6.6

AR
e

L : -, ., \constructive criticism . o g
L 9 " - -Depth-of awareness of competltive 7 +50 VP' -
Co ' " media 3 oo

i0 Gopywziting,gbilityf 7:96 - .
T 11 .  Quality of productign technlque 10:27 o
<. 12 25 w.p.m. typing proficlency 1171 oo
13 . Understanding of FCC/FTC. = 11:75 - .. . T
- Rules and+Regulations . . .~ . . '

- 14 - _Ability to operate broadcast S 12*1&

s

s 'equipment effectively

- .15 ,’j_'Quality of on-air deiiVEf?I‘ i © 12, 47

.

. 15. Radio statipn vocatlons found ‘most difficult to fiiiz et
4 - . : : . N ] - 5
! Rang::———ﬂéééiiéﬁugggfMeaanalue5 P -
. R ; - = .t .

Other* - © 2.00 - < S

- Englneering 2.05 . T R

-, Salesg - .- 233 . i ol
' Announéing - -.3.00 %

' Clerical . hipt % e

LY
oxunw#uzmzpw'

. .t News o .‘7;33 e T g
5 16, Radio ‘station vocatlons whlch most frequently must be -
; . TIlled: — e

A . Rank——~——ﬁbcaxﬁxuygggg;Meangialue, PP ST, A
A . g ,___\0‘-'.-. .. . ) '-.. ve, ™. :
: . . - W . _‘n . .

Announcing .; 1 ge. J.‘! :“
- Sales ‘ S
; ,.Clermcal - ;w';J\ ; N

: ;;' New%_‘_v o 2 [ S .
SR Engineer:ng' Soone T p e

Q@aﬂ»ﬁiH‘

*See individual question summarles in this section fOr oL

a llstlng of épec1f1c "other" responses. O

,.1/ . L . o . o ot . Lk e
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N N . T oot re A N e - [ B R A LT
i e 4 C . . Lo ‘. Bl STy ‘x‘lf

N | ; . . . : . e P
' S N . AR : SR

‘Number of Rsspondsntsa 35(83%) Numbsr of Non—Rsspondsnts: 7(17%)

'

* tatement of Entry-Level Skms E © Priority Rankings by fepsgers
; News Persomnel .. s ab e Wb 5th 6th 7t Bth oth - lot

-—-.1

Dn-air Délivery;' o 16/*&6%16/17_9;_ 8/23% 5/11;9;___;..;\. -173; _:__:,.-...'_;:..q.f-._‘._.,‘___'__ﬂ,'j |

. 25 Wipili Typing Ability | 1/3%,2/65 | 2/65 /17% 6/171 4114 5/115”4/11% 4 /3% "-”l_f

 [nderstanding of FC | [ — T T
Rgl:samag Regu:(l)ati—og; B e e e 1/3% 2/6% o/sh L/zéi «6/1737/2,6? 1/35--‘;3;

3

O e e o e

f;:#nowledga\gs fangs - "'f‘f‘“";s-;-n"ifj% .;;;;i;;;;;;ﬁ;gggz fiys—iizji4T;LEL;Q}f,*’u§
 protuction Seshnlgie oo 1758 2768 1o/56 | 172985178 5/ 1/ 2/6":;?: -
l ‘m@emewmwmq“ B e L e P e A e D] o
~ LConpetitive Hedla Awareness | j 768|178 |9 68 |8 (e

-4

Vews Cathering Ability -11/3% 5/111% G478 |6/17H/ AR |2/68 | Y38 |w-nfmscfind

'Others : '. 1/3% :..,:..-:---.-....,-'....--',..‘-.,...-....,.,..,.j{.-.y.... .............

]
1
Y

- — — S
*Examples of "sther" responses hsied by managera: "a persoﬁ whomads e

9. sntry-&evel skﬂls for‘news persons/ | R R %




L , R ce 0, ! vy ._‘ - » . ) ".f! W
. ) . v ' \ ' | R . v

\ o . & : PR ) . i‘
. ] . o . ey } ' .

-; .N’u"mi:ér 6f Réebond'en‘ts} -35(83’?) Number oi’ Non-Reapondents: 7’{1’755 "

Sta tamer tof: Bt -Lml Skill o Priotity Rankings by Managars RIS
Annesncing Pegonnal ‘st end  3rd lH:h Sth bth 7th 8th 9th A0th ] .

e e—— ———— ———n . I
e e e
— Cowwritinx; AT W N BV T
.iéswpmmwmgmnuy “;“ﬁ""é“ffl |

e
. )

P

* Inderstanting of RCC_ Virelia iz ke [ssd arcalurisa
Lgum and Regulations - 1738 3/_9% Sl [ Ui |
" pperation of Broadeast | aseel s/ mto/oos/ 1t | 1/38 |1/ 98 emeemrboocfinioiiencd
' Equipmant 7 ( | - 2/6% 13/37 f0/29ﬂ5/ﬂ}% Va% 1/%& i PR S
- oot of gebings [ 3738 /3R] == Y5 | /58 | S/1481/20R E/TRV/AIR /8
. [roadcast Engtneering ----Ji-i-{ 2768 | 2768 | W/118 /1467178 P/20RIW/AER pemeny

- Production Technique '::.::;:: 115/15619/37’1}/11; 1}/11 ::.::':';;;;;:3;5:;=;"_':‘;'TJT__-"_;;;:;'_;;._
oot il harness || -] /28] 500 /04 o0 /R e ¢

— s N T +—tT1TT" — T 1 . ,.-‘h
Others* _ - 1/3% 1/9?_};.1’/35'-"“'-"".""h:--"-'\"*E-"'-'"j-’:j-;i' 1/3% ,

-t
(% N

| ';'*Examples of "other” TeSpOnges listed by managerss "preparation of BhOWt" "ability ’GO}EUGBP’G
o directlon and critlcism;' "1nterest in people;" and. "basic l‘iberal arts skills.“ | :

| "1;0':,' Eﬁfﬁy—'ieﬁél skills‘ ;f'or annou‘nce‘rs. - ./ ¥ SR

= — - — l.., " T an . -
oo




Numbar of Respandcﬁtsu 32(?6ﬁ5 Number or Nm—prondyts. 19(2&;}

o “ atement of Ent Pribrity Runkings bx Managers

‘ ﬁ-@z._-— v__l‘k——“v — — 5

TN . v
1, i 4

- ,»:*;"Dn-ah‘ Beiivery

d ,,;,‘,

Y

hevel , .
b  ‘Saled P%? lat 2nd 3rd !&th 3th Gth 7th Bth 9th 10tb' P

S e R '-‘f”“/% |l

"_| T\ :

;_.i"_'_mf_ Witins _
| "; .:'?; 4|25r,w.p;m- Wping ﬁ—h“‘y

ﬁnderataudiﬁ af FCC/FTC
W18 and Rpgglfatiom

1“ P ‘ olls N S

T D 'n.qulpﬂn't ‘ *ﬁ—wj:‘;;?-’.

- SO s v roves vy B R R D D B
o Marketing Technique S o

p ¥

_1_.

" otustion Tonils || beorn] /38 (138 | /58 /2B /2R /58 |1/38 brommenc|

. ‘e + . P S T } ’
g O i B i
: ! : ) ' " ' - i . " M .

: k Compétitive Mediamwaregeaa 2/6%|14/4kg &/13§| VL e T S it

R L L e e e e e e I

s mmﬂﬂ
/128 Y98 | /6K 168 ot 18 Lot
7564 5% (5168 88 4768| o 3

' '.operation of. groadcast : .»,-Qf- N ofereeee 3 ;".f | 1/3&1/35 i5f195"*/i3$ h /1 1 /” _“

' *Ex&mples of "other“ respnﬂsea liste'tt by mmager%“ "knpwledge of rating&”’" ""self-motivatadl“ |

. "gates cloding avildty;" vanbition and histla;". ersonality;" vgalen ability;” ability to

" think. creatively;" "abilisy 40 lmtem" "willingnesé to learn about ‘usiness;": "demongtrated:
sales ability;" "enthuslasma“ fuarketmg lmowledgea" "aggressivenesss" and. "ability to know .

people and listen L FEEEFE I | R

L 11. . nntry level ski;is fOr sales persons ‘ |
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 Nunber of Rcspcndéntsn 3’1(8153

Statements o{ Characieristics “ e Priprity Rankings by Hanagsrs —
 |for Success (Long-Terd .
* Eapioytent) Nows Porsornel gt 2nd 3rd kth  sth Gth 7th Bth gth 10t |
ek Lo - —— |
~ [Community Involvement W’ k 3/57; 3/% 7-;’3/?;7 2/5; 6/18$ '1;/1.9,‘;:'::::1;/121379? 1;/1;57 ,
:; | !Eﬁ‘essivenc"ss S 3/9% j/% a/ﬁﬂ 3,19£ 1/3’ 3/95 :i;/12%5/15 ;:;;:“JZ.B}; i
Réspchsibﬂity/Hependsbﬂity 14/!»6?3/9% 3% 07218 [oennd 2768 e Rk ) e
 [Initiative/Decication - | 1/3k/24% [5/158 u/tg?s/iai 2/6%, % 1/3%| ;/3;4; %]
. |wality-of On-air Delivery |o/26Rs/A5% [o/6% o718 /128 | 1738 | o/6[2/68 | 1758 [t/ b
iji W, p' 0. Dyping Ability  |--epeeeeefee-mefeedeenens i/353/9f — 173? Vﬁf -,
i Pnderstanging of B | | || [ U gl bad |l s
 fulesand Reglations _» | Ve e e A A0 L R
Pewswriting abidity | /34 5L6[10/299 2/66) Yok [sltss | 3/98[t/%] 3798 |-/
GuflityTgﬁhmggV“"ing ----- J/9K [2/68. /58 h/128 | Y98 | 5/15pv/124 /9% |2/8%; | N
5 diihllty of Production '-_:..-_.‘.."-...;;-.;,:;:::::i:: | 2760 ] 179812 76k 728
- Techiique R R Y B %\ 0l B Kl B IR
 FfPective Bperaton of 1l i7ha 7l s ko |
.' FBroad‘cast Bquignent | YHmorifreeo ] VR VORLOR (/38 208 BLRT
© Depth of wareness of AL 27eg| 13| 1738 fenegesnec2/6R
pomgetitive teate [ ] YK YRR I Y ol
D“*’th'g{i'l'f;’; Catherlng | 574 W2s|2/s% lysgs|ies | 3/smly/zs A% /R
© Nilingness %o Jooept 13dl L s e | 17aalorka livea 157
sc_nstructive_gqi_ticism Y B%V ,2/ 6% 1738t/ 6%_ 2/ 6% o
 iherst -‘1»'; R s (L0 N 1/3'%‘--‘-’--; o

y ‘*E;(amplss of "other" rcsponses listsd by managéxsa .""Kncv&sd
and, *1ibel and slander laws," '
12, Success characteristics for news persons )

Q '
. 7 B ‘ P ;, ' ]




S wtrmt Y , . v ‘. : . N v o . voe ) . A ' . :
. . B o [ ). L . . ) . ’ .' . R
e LN ! ‘ . v ! - .
Lo . - A
' . . . N : .

Number of Respondentaa 33(79%) Njinﬁéfi of Nén‘.‘.ﬂéébbndéntsi '9(21%)_ Co \\ EE

- E&tements of eharacteriﬂﬂcﬂr* o Priority Rankings of Managers

- VA (R

5 E@Z‘;ﬁ:ﬁ:’j’ ﬁggnigfg ftet e xa bmo sh bt 7t Bth 9th |
- oty Tovalvemnt /o8 i 58 398 /68 /12 1738 [5/158 1/3%
N I e e E oA E A LI Ve b AU, L A 2
-{ nespommity/nependabﬂity 11/9% 398 17/21% | /12815158 |1/98 | ~emmedrmmcfomeefemmee]
Thii tiative/Dedication - |--z=q6]18% k7128 | 67188 (67188 [2/68 2/6% |====22/6% et ‘: .':
fuality of tn-air Delivery 1_7/52%11/33; 2/6% 2/65_I-M.;._.......-..‘...-..-.-.»....i. e VL -
B |25 WPl Typing Ability .‘.;;;'.j:i::;::::::n::ﬁf:::;::ﬁ:::ﬁ::;; 11/5; ; 1/3.%&'::__.__7:‘: | :12’ s
[ e e L
[copywriting Abtlity oo 1/% /9% F---- 2/88 | /9% 2/68| 3/9% |
T S - A
- “Etfective Operation of | 75| oL s/raglosatg hios | 370 3708 | 2/ksleres | 1738 |
it gl of | ) S i 08 | s | % |
* " Brosdast EIGHESTiNg  |eomoofiooodoommecboondonicd 1738 1736 1738|208 67208 |
Cknowedge < || 1 [T Il e il O
3 -Qual;gghgfqggf’d“cﬂén, el A e U B L B
'\ Depth of,AwareneéBfof N I R R [7290 o oo e g] o ke |
. Competitive Mpdia ‘ - il ks /3% ,?/6% " 2/.-6 i 1(3% 2/6% ‘
Willingness to dccept' | 276 | 6/1bel 179 1738 | 618t /oa h/og |30e | 179 |-
: 'Fganstruc*tive Criticism . | e 6/1& /3 V% 6,-.;18?/12%'3/9%“3/9_% /3 -
pthers* 1/3% ...‘-..-d----.;-l.-..;-';‘.';.-‘.._-:.;'__'-l'.".':_._t_l._;;::*:._:::;::ﬁﬁ:‘:::,:i:
*Exampies of "ather“ regponses isted bg nanagers: “preparation.” |
| 13 Success characterlstics for announcers S o i 935




v

) _mimbar of Responde‘s: 32(?6%) Number af rfon-Respondénts: 10(2&%)

| Etatenenta °chm Tcteristﬁl T Priority Rankins8 by Emasers
| ;;fiﬁ‘;f,::;hﬂ P:‘;’;‘m lst o 3 uth G T B % |
Bommunity Invulvemei ‘ i/Bﬂ l&/ij /19¢ 4]13% 1/3%'% 3/95 1/31 3/9% ;;;:‘;;"..:;:‘I‘
lAggressweness - mgdj/i_gwizg 7/225 2/6% 1/3% ?;;..;,.7___*,. __,,.__~.,_;;..;-.f;ﬂ,',':I“;_‘.;;z
| ‘Reﬁponsibility/Dependabﬂity 5/16@;55 .5/'_;95 g/igg 3/9; 1/3; 1/35 S .-:..1/3% Q 3 -“-._»{_
. [mitiative/Dedicatton 97288/ 198 /228 ‘3/95{ /68 (268, [1/3 foomp--eee- Ry MU
| ﬁ&éiityibf-éﬁfaif Delivery [-=s=-feseefoneas ;::."-::',‘,‘.'.“‘""""',"""?'"""-'.';'H"-'-:‘--* e |
R ‘ 25 PEET ‘I'yf)iﬁé ability R S ;::;::EJZji ;::::_.‘::.:::3;,'1/3% 2768 iZ::-‘?:-‘- 2]65 | :
Understanding FEC and FI¢ | - b b I Sheo b L s e -
. Ruies and Regulations ' “.-“.‘“':'f' *‘--"-"'"k"":_f'/ “ﬁ/ 9%; 2/8% |
. Capywrltmg ability . eee-peee- /3R 268 39 173 [4/15% {2,/6% 5/168 (/9% 5
- ' %
'EffthlV‘? _O_peratior_l of N -.';-...‘..'E..-.".;_- R e e Y 1 7, A
Broadcast Equipment - i D P O 2/ 2/62‘ [
e dt . B A '_‘,_7___ RN BN |
R e e
.%ﬁﬁm%f.ewmwﬂmwwewwanm
B e P o Bk Bl ik il il el R AL I
Creativity of Marketing . [g/oeql1/97 aa | o7ka\ il a/oed laog looszzl 17 lomsaca |
Strategies and Techniques 8/25%'i/3% /9% 2/5%&ﬁ/13%ﬁ3{?5% 3/9% | 1/3% -
g::g;izdgzc;mgxggen | ORI | 3/58 WASH|2/8 1 R2B[3/58.| 368 fremenq
Bthers . 3/9% 1/3% -] /3| =meef-memenmee B R ]

+Exanples of “"other* responges listed by managersu "pitings: knowladge;" "gales iBili‘ﬁ:i“ L
"gales. teehmque mastery;" and; "creative mind " L . S
1h, Success characterlstics for sales persons K .. C




,_Number of Nondﬁgépbﬁﬂéﬁtéﬁ 1(2%) o

Nyfiber of Respon&ents: 11?1(93%) P
) Radio Station o ‘Priority Rankings by Manf *éfé .
___Vocations _1gt _2nd |
Enginesring _  |22/54#5/12% | 2/5% | 8/208| 2/5% |--—----
News S h—[lo% 8/26 ié/h4k9/22i 2;,:2:'*;:5::_?5 i
Announcing |6715% é/‘ziezf'§/é2# 14/4% 3/7Rf=-=-==]
, —_ T — 1
, Sa.les . - 19/22% 18/ /20%1 5/12% ] ST §
DR - Ciéfi’éi—l‘ , ISP | 1/2ﬂ 3/79& 2/555 ,§§/§8#;;;;7; -
s - e 6'ﬁﬁéf5;“ B S S I (1/2%:;:::}:;:;;;:_:::;i:L.';.';‘...;:..';i- ) 3
z ;*Ex&mpies of :"other" responéés lis‘ced by managers '.“fi.né:iéi'.'él-
' manager.". o _ : : :
15, Radi'O'pOSition‘s ;mdéf difficult to fjﬂ:i; o o T
} .
Number of Non-Respondents: 1(2%)
Number f Respondents: | u1(98%). |
, Radio Statien o Priqrity Rankings by Man’ *éf-é | =« -
_ VYocations 1
- ’Errgineer;ng
News X
E ) N Announcmg
Sales. .. .
Clerical _ 3 .-
7 ‘Others* N ISR Sl Suuuues RN (S ST H-
g : ‘-ia’:ax'_qpié’s of "other" responses listed by managers: ‘Nio'né
/' 16. Radio positions which fust most frequently be filled
7 . o . Lol .
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' MAJOR‘ MKRKE'I' 5SPONSES I

Every ma;jor (];a;rse) mar‘itet. commercia.l radio stgticn in

Illinois, Indiana, Iowa,: Missouri, and Wisconsin was surveyea

(103 stations) and 43 _ stttions returnsd the survey instrument ‘r

~for a response rate of 42%

1. The‘number of years of full time readio stattpn emplbyment

in which responding managers were engaged:

A, Less than 2 ?éést,O ;*i‘iﬂ"" R ‘ R

""Bi- 2 to 5 years 1 (2%)* ; ' : N o
C. 6 to.9 years 7 (16%) - > R
D: 10 to 15 years 9 (21%) S S ST

: fE:, More than iS years 26 (60%)' Sl .';tf?
) 2, Age at which respondents beéame station/general manager
YA Befcrsiage 25 L4 (9%)° e

'B. Between 25 and 29 y_grs;of sge*-8:§19).

C.  Between 30 and' 34 yéargibf age 9 (21%) -
D. Between 35 and 39 yeardlf age 10 (23%)
E. Between 40 and- 45 yeardWiif dge - 6 (14%)

_ F. Beyond age 45 6 (14%) - ‘ .

3. Iength of time- respondents have been & station/general
v A manager: ' :

RS

¢ A. Less than. .2 years._ 9 (21%)J o
' B. 2 to\5 years 12 (28%)
c. 6 to yeere,,,ﬁ (14%3 SN =
.D. 10:to 15 years 16 (1 he) S e
E. More than 15 years 10 (23 ' TR R 4

k. Respondents primary area of radio experience. prior tc

becoming a station/general managera
Sales 2l (5 %) '

™ . Programming 6 (ib%) s
Announcing 2: (5%) o
D/ Production 0O . ' o ,
\. News ;;;ﬁZ%)' . o L it
BTSN . NEngineering 727(5%) 1 o S
SRR . - Bookkeeping and Accounting 2 (5%) ' koA
R Othgr (1nciudes gpmbinations of abo e srésgs 6 (14%)
= 5, Attendance at a. cclLege/unxversitya
| A. Attended ugfggg%), ) : | e
9 K B. Did not a.ttend (7%) S S

#The first. number is" the tctai number of managers responding

» as indicated, while the second number is' the percentage that

o numeral represents.
N

- 235
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& 6., Deseriptione of. responding menegers mhigher educetionsx : }
AF Study 1n broadcasting,but no .degr ge earned 1 (2%)
.- T € /- but no degree:searned 7 (16%) '
A _ vc.;'Two—year broadcasting _degree . earne 'e~,
' . D. Pwo-year degree earned 1 (2%) : L
-+ E; -Four-year broadeasting degree earne’ 6 (1 _ S
L F. Four-year degree Barned 19 (% tilgg) " S
S G: Graduate degree’ in.broadeasting earned (R R
e, st - - H. Graduate degree. edrhed 3 (7%). ~
R - I: Graduate study:but no advanced’ degr arned E (95)
DI J. No Response 2 (5%) - N L% . _
PR . (7#% of responding managers with a, eollége or university
3 .~ education have a bachelor's degree or’ betterd)
{?}?g‘ﬂf 7 Bid your college educatxon benefxt your career? )
. A. Yes 38 (88%)
. B. No 6 (7%) _ , , )
€. No Response .2 (5%) T R
8. Hg@perfogffg;; t;gefemp;oyees onfstaffs of responding W
- statlon/general managers' radio statxons« - .
g - ;. Fewer than 5 persons ,4 (9%) ) |
« 5 to 13 persons. 7 (16%) L,
14 to 24 persons 12 (28%)> . % .7 '
ﬁ 25 to 40 persons -10° (23%)- _ BT
‘ 7 - More than 40 persons ’16 (23%) g;? B K
;;;,_Qumstions 9 through . 16 ere summarized;xn following pages.}
i We?li?; Average weekly saiarxes for engineertng employees:i
- " A Under $150 00 .pex week 1 (275) s o
B, Between +00 weekly 2 (5%)
- ~ ¢. Between weekly 5 (12%) .
S | D. Between weekly 7 (16%)
E. Between $ 424 .00 . weekly 9'(2:1;%;.
‘ F. Between. 5 : weekly 8 (19%
. G. Moreigngnﬁ$5oe 00. per week 5 (12%) '
i _H.s No Response 6 (14%). . .
» iBr_‘Average weekly salar}es for news empioyees: (' =
S SR Unggr,ei;gil’j’;,i” o
: . B. ;/Betwpen $151.00 2.(5%)
g -¥Between © 11 (26%) .
« - D& ,gezweeg Q! 1hE)
4 . Ev - Between $3 , , 6 (14%.)
7" “F. Between $425.00 and $500;00 week:'l:g 3 (7%)
G. More than $500. 00 per week 41(9% S
H. No Response 11 (2 %) 7 .




81, )
L 165 Average weekly Eéi&fiéé'iar"éﬁﬁ6ﬁncv - emptoyees:.
3T p Under $150.00 per wesk 1 (2%) | T o

200.00 weekly. (7%3 S
$274,00-weekly 12 (28%)3 T
- $350.00 webkly" & {14%x ] :
‘8424.00 weekly

- C.. 'Between $201.

Y D. Between $275.00’

. E. ﬁggtween : -and-"$H weekly .5 (12%) . RS
- F. tween $425.00 and $500.00 weekly "2 (5%)° éﬁu"=vqg;
i . . ‘G.  More than ' $566.00 er week 410 ‘ : R :
-~ 3 . H. " No Respenee L ( f , 2 L

20. Average weekly saiafiés_fcf~s“’s empleyees (not

| _ _ ,1nc1uding commissign):. . . [
e A,. Under;$1—o,go per’ week 3 izi) S
o B. Between $151.Q0.arid $200.0 “weeklyf 2 (5%)
PR C. Between: ,gg;:gg>ana $274 A ,ﬂeekly 4 (9%)
w7 oo D, Between :$275.00 and $350.00 weekly 9 (21%)
o w 0 +.R. Between $351.00. and: $424.00 weeklyqaa (5%)
) : B N Between #25 00 and_ . 3 (7%)

_ 21,"Aver:fe§monthly commiesien paid

der $300.00 per month 0 : S o
B. Between $300.00 and $500.00 menthly 3 (7%).,~ =
2 C. Between $501.00 and 800 .00 monthly 6
‘¢, D. Between $801.00 and $1,500.00 monthl¥y -
{ E. Between $1, 50179075nd 2,500. 00 monthly
F. More than $2, 50000 pbr month 9 (215)
"G.  "No Response- 6 (14%) . T

_ 22, 'Do you._ give serious. consideration to a college degree
when hlring radio station personnel? s :

A. Yes. 33 £?2%) | 7f> l';'-
B.  Noi: 10 (23%), o R

- - e ] et
. '23; Do you give more - con51deration to a college degree in

--radig EﬁdfiéléviSlon than a college degree in some. other’
area when hirlng radio station personne1°-' -

. A. Yes 15 (35%) e
' | “B. No 28 (65%) - o
- 24, VWhlch is given 'the greatest consideration wheﬁf%iring N
: I\radio station personnel? - o \> S
A ° o ‘ . ;
*'A." Professional Broadcast Experience 2k (56%)
B. College Degree in Broadcasting D ,
. C. Both considered equally 1% (33%)
= D./ Neither is an important consideration b (9%)
1 E. No Response 1 (2%) ‘ Gk
' | e 7 R
—_ ‘- \‘ . e
> 2 L] R
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‘What is the one piecﬁ ‘of advice you, 5@&16 givé a

person who is iﬁﬁérested in succeeding in radio toéay?

. J

- A; Gain experisnce &t a ,éaaﬁéfaiai_‘ radio station ~
R nduring college.' i S - o

B. Start workipk 3in a small radio market. tearn the

skills there, 2Nd work. yqur way up to a bxgger

. station. : o
~ g : *”“"”" o
C. Perservere. ‘ _" s '
;Speoiglggg in an area offgagiofgg ‘you continue 3;,‘
: to imprgygfgougfskgils and prapare to move to a -
';;_larger radip statlon.-é; . _ -

"Get ‘a broadq Liberal arts background while: in cdilegée
Do not major in broadcasting..’) -

Ej;F; _ Be willlng £o 1e&rn.while on.the jobs

é.‘.Galn as mucn experzence as p0551ple in all. facets
of radio before You choose a- specialty area in which
to concentrate Nour efforts.

ﬁ;;_Have a. defiﬂite career plan with. specifje qpals.

I. *Béyéonscientious- | . g n' ‘gg
5\
K..
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M
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1

ftj;}ﬁ** Ordinal Muitiple'Priority_ﬂankings Genverted 40 }'f."' |

1 t Ordinal S . :
i 9; Entry-level radio skiiip fer news pgrsonnels' :
. . Rank s&iiis ;:, . Meag_ggi__
N a7 vbg-ﬁiE delivery R s
2 . ,Newswriting °~ 2,50 S
'**3 " News gathering a 3i32; o
ey “Intepvidwing technique -*.3,86 .
. 5 ~ Others® -, : - 5:50 -5,
o 6 : ,E;‘?dggj;ign technique ' 5.56 S
; 7 -Ability to operate - 5.88 ° A
3 - broadcast: equipment . . .. i o - o
v 8 ;5,,1'5( ;M typing . '6.-1(9 |
e P > R
'9 Unﬁggs;ggding of ‘FCC 4? 6:52 - . gt
L S Rules and Regulations S
£ 10 ' :.  Awareness of competitive ? 75, Los
‘ ' . .mEdia ] :
, 11 , = Knowleage of ratings;; 9.37*‘“
T 10. Entry—level radio skills fof’announcing pérsvnnel:
Ranl%—————fgskil . Mean Va_l_u.e_':":-.
1 Oﬁ-aigigglive;yi, o120
2 - ‘ production technique .= 2,87 °~ ¢
3 =i- . Ability. to operate - - 2,96
B . -~ broadcast equipment - L T
Sl " Others*.. - 433 S
5 Unders;andingﬁoiffggi ? L.75
: ] Rules and Regulations S
. & - Awareness of coﬁbetitivs ‘5:”5
i  media - : ‘
7. " Copywriting < - 5 83
. 87 Broadcast: ensigeerxns - 5:91
v . "9 Knowlgdge ofratings, - 6.13
t‘.. ‘»?"*“* ¢ 10 . - 25 Wo omt typing N ’_""A ? 71
- T L proficiency - a _ :
N e 31/’ Enfryrievéi radio skills for sales perécnn31’~
~ Ramk . . ¥ Ski;ls .,;i" Mean Value o
o S : Marketing technlqué 1,29 ,
' 2 .~ .Others*> 1,50 v
3 Awarenéss df competitive 2.39 . o
e ' ,7.7,— : . - mwedi-& . - ; ) 7 . - .
‘ L Gopywriting +3.40~ .
5 . Understanding, of FCC/FTC 3:81 R
LR Rules.and Regulations e s .
L6 Production technique R 3.05 o
5 7 25 w;psm; Lyping c 838 '
. o . _proficiency AN o
S . 8 - Ability:to operate _ 6.31 = L
T g . broadcast equipment. - );‘ o T
L9 ._'_Gn-air deiivery R 7 #3 O

- e




f,«:-

' 12, Radio induat:y eharacteriaties for succeé& aré";;';y
. empioyment of news persgmei, 4 X RN

: Rank o Gharacteristies : __Mgan Value: % .
7 1 Others* %.SO S
! 2 Rgggoggibility and. dependability 2.86 .7 ... -
3., ¢ Initlative end dedication 313
L . Newswriting ability _ S F42 S
. 5°.. Quality of on-air de. prery’. L.20 i
N . o 6 '~ Aggressiveness. | ;.i.: & 4,52 N
B 7 " :Depth-0f news gg;ﬁefing : 5.95 .
N 8 . Interviewing technique quaiity T 6412
R 9 Community involvement 6.44
;o .10~ Willingness to accépt 6.89
S y constructive criticism . .
e 11 Quality of production technique 972
BOU o 12 AbiliW to operate broadcast t . 10433 s
CEs kT T ‘equipment. effectively R L S
NP 13 Understanding of FCC . . 10:36 -
e '~ + /# .  -Rules and Regulations - L .
s 14 Depth of awareness of" compe%it1v316.72 SRS P
LF media - “*‘?g it
- 415 25 w.p.m, typlng QrofIciency _ ii 66

"'i :

13, Radio industry. chargcterlstics for«suceess or'. iong—term

’ employment/af;annﬁuncing personnel:i " - ;wﬁv :
Rank CH ristics . MWean Value
i1 Quallty,gf "aig,dgliygry, 1,64 ;
) Jol 2 Responsibility gggfgependabilxty 342 ¢
.3 Initiative and dedication ~ . ~4:00 - L
: 4 Willingness to accept N 495 o
’ ' . constructive criticism: =~ - * - £
s 5 Quality of production technique  5:63 =~ i
. 6 _  Ability to operate broadcast - 5:68 ; Ea
""" . _ .Y equipment effectively _ .. - - N
r Zos Communi ty: lnvolvemenﬁ, B - 6:08
v 8. . ‘Aggressivenéss. ., &~ 6:35 &
i .. 9" " Understanding of FCC 6.95
~ . .~ .- Rules and Regulations o S :
¢ .10.+1  .Copywriting ability. 0. 8Jh0 -
¢ + 11 Depth of awareness of ... - 'u...8:60 -
i . . competltive media =, R T R N
w2 '~ 12.... Broadcast engindering kggy;edge ©.9523 =T
‘ 3 137 '25'w.p.m. typing. prbficiency 11.25
: . Coe I AT
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LA -'.i A
1k, gtdio indulgri ohgg:gpogig;@oa for eueeees ov'long-tfff ng
AUSEET R mploymant uf salea pereonnei:,_;; _ : o N

« : ﬁiﬁk,rw““iir 4Qg§pacterggticsggggf ';,T;???V’ 16 };:
" others® - ¢ SRR ot - R
2. " Initiative and Dedication '2.96 v,
: .g; .gggrésiivenbss i 77;%;:51,, ;4, -3:18 - 8
= nsibility and. dependabti ty ' 3:19 . . _
f -5 . .3-?1~. o .
i . strategiés and tqghgiques ) * L e
‘6 -, Knowiedge of current markatiﬂg E -2k . '
< o . w0 techniques . - ’
\ o 9 " Depth of awaremess of = . 5.38
' 7~ _ - competitive media. - . " - RIS
= 8 Willingness to accépt e
> - . constructive criticism*. ST
) 9 . . Community involvement "- :
10 cépywritinf ability ;
11 Understanding of FCC & FTC ]
, ~© * Rules and. Rigluatioﬁs S B
- 12 . Quality of produétion tachnique .10
@ .13 " 25 w.p.m, typing prgficiency '
. --"1h . Ability to operate: broadcast
. equipment ‘effectively ; - . =
i5 “~~Qu&iity of on-air delivery o |
: ] 15 Radio station voeations fpdﬁ& most difflcfd.
. | Véégtiqn _Mean Sza;ue -
. - gther®
iy Sales
: 3 Announcing. -
. ., Enginééring
. ‘News

Clerical ;

;iéf~ Radxo station VGeatlons
. =be fxiied:._~:4,

. Yo §%nk Voeation "' Mean Valus S Lt
1 ° - other® . . 2.00 . .
- ot -2 . Sales +1.61 .
R 3 © Announcing - 34?
I = b Cierical 2,27 :
g News : +3¢ 50 i
. Engxneering ook .oy

*See'?ndlvidual questions summaries in this sectlon for

a llstlng of specific "other" responses.‘. 2
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;&;.‘Statement o Entry-Levei Skilld ;j_ .*| priorf%y B;nkingg bg uan,g,rg s
S News Persannel lst 2nd 3rd 'ith ith 6th 7th 8th 9th il

—= = ————

,nn-ﬂibamafy\e LA 16/50 e/m z/ax 1% [ 7| 678 e e e I
Nowriting . nz‘a‘ud's/éss 6/1;9% ‘1/157163 1/3i e e e TS
':_25 Vh Lml Typinﬁ Abﬂity 'r i;lf ,5:22:::_2:::2; 3/%17@* ‘ " _ 1704 | _ VTREL ‘, 'v

Undarstanding ofBCC v TR R T BT PP R S
Rulres &nd Reguihtions h of68 finmmen %/33‘ 2/6% /6% |

__.L‘ _

- RS B AR - — .
pe Equipment PR b 2/65 /3% P13 e

L e e

0 nowledge of Ratinés v

: PrOduction Technique ';n . :f

Interviening Teehniqhe e 98 7/22% 13/“1% 15/13%1 =
E%mpetitive Media Awarenesa .""'T*‘l/sz --ﬂﬁr 2/5% 1/3% i - /646719 [4/13
" Noie Gathering Abfﬁlty - 3/95'7/éé%, 0/31% 5/16ﬂ”1/§%v 2/68

p' : : ) e 8

hers” SRR /c. e _1/3" S i o S [

' #Examples of "other" msponsee listed by managers: "be the best;" "good sense;" "sales;" o
and, "understand station poliey." DT PR

. f, 9 Entry-level sklldi for news personnel o o SRR 1 SRR

] -. ‘ f’" oo ' ' o "
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:ﬂumbor‘ bfhéfé’béﬁ&éﬁ@é. J(79%)  Wunber of on-Respondents: 9(2t6) - *

Ktatoment of Entry-lovel Skill§ . Priority Rankings by Managers . .
* Announcing Personnel - st 2nd -_er-‘ kth “ 5th r6tlh~ 7thl_ Bth §th 10th |.

R L o e
007 ltiﬂ ' o . ,;;;;_.;_'3,_;_, 7 ' ¢l 271 eql 1 73g| 2/ 3
RS W Typing,‘A.bility_‘ o peemedes 2%k | 3% :

- [nderstanding of FOC. f
- Rulesand Regulations

2/68 | /%

N Al e e
nowledge of fatings |-~ 2/68 | /38 |3/58 |/21fe/68 | /058K b
L A SIS S '

. [Broadcast Engineeriné ) :::5:::;2;[;/12% 3[9% y% 3]9% #/12% 3[9%3/#. '",-
- production Technique - © | [refstH o /08 | /38 |/ ey
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 SEmpiss of "ot responed Listed by sagere: - "intelliges]” “perdonelity and goaley’
and; "awareness. of markgt."/ s - o L
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'N‘u'mssf of Rassaﬁasﬁsaef wz%) Number or Non-seaptndentsn 12(28%) RERT

L

n_Statsmsnt of Entry Lave \Skills' Priority Rankings by Managers
. Saiss Psrssnnel  |tst 2nd 3rd #th Sth 6th 7th Bth 9th 16th|

ey |- BT IT 8/56%'2?65- =e

I G s 2 20722 T s s e e o
__:,25 WiDole Typing Ability -.; '.l.'........l.f....;..‘... 1/3...:. 2/_6& ] 6/1§§; 3L1oﬁi;/1 -

Undsrstanding of OGP - |7l liziad arsad anel 17| 372 | oo
~ fRules and Regulations N "'*"2/6% 1% #/.13' 9#9 ¥ 10% .__1/3% 1/3% s

N tion of Broaldcast | — 1 | .. ..ot !
L o B O e

© Préduction Technigue ' Lol 1/%&@ A e e
 Lonpetitive Hedia Awareness ,‘1/3113153% 723 /3% | 1/% }..'.‘.....‘.-_..'-.-..I.._..;L.;..‘-,;;.e,‘ b
Jorketing Tochnique  PU/7HS/A68 | 968 cnefroemefroenifct e,

Pt 3/4_5% -2/6,;‘*' i/ e o e e o s, 31

7,

*r.xamples of "other" responses listed by mfmagsrsr "ssles abﬂtty;" "abslity to. ssll;" "dssire;"
"knowlgdge of ratmgs;" "understanding the basis of sellmg;" “aggressweness;" énd. "saies S
aptitude.” . | _ Coo

' “ii-. Entry-ievei skxlis for sales \persons
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| Nunﬁ‘i of iéspsn'dénts’j '. 31(?2%) Numbsr of Non-Respondentss 12(28%) |

[Statements of Characts;miés ” R Priority Rankings by Msnagers

for Siccess: (Long=Term i EN L
MﬂﬂMMlePwmmﬂ ;ut ma nd %n nh &h %h Bth %h<§w,{
e T | |

‘ Cummunity Tvolvement |77 -y 5Z1_55"" 7
q1/%| 2/6 1/3% | e

— ' i

N == P e PR
;"Responsibility/Dependability 5/1649/29% E/ﬁg 5/19% /5% |--- fiiit
- {Initiative/Dedtoation ™ {g/1ods/168 | /168 276K o 7 s =
ety of oneaie Detivery g/ yion]ys6s| /8] o8| 2768 |17 1/ 8 [-me
TR L ure: s N IO N O O Y A AL
Understanding of B¢ - | ,ed . | | | L Lol ke b
' [Rulés and Régﬁiﬁtiéﬁé";‘ o 2/6ﬁ N T-_ .-‘1 :- -f -;-'-"““,- Wij% ;1/(3%‘15 B
AR EC . A R L e e =
Quality of Intervieying 17l e 1o0kz | 17 lenee bea | enotorig| oo doqvm | B
R i ting o (YRS \oJ6R | 1/3R /168 B8R | 6/00R0/66) "B, | . &

 lQuality of Production b ] it oiealivnd e e |
gschnique S B I i I bt I 1/ 2/% Ml% A "2/6%  TE

_Egﬁéﬁéﬁgi g§§§§$£§2°f ) S M Pt s e o L "/13%2/5% 5/15% .

;De th of Awarendss of | | v A Z3 TN e
| Cogpetitive Nedia R SR A S M 1{ [ 1/3] /36 1/ 2/.6%' 2/6% o

Depth of News: Gathering el o isiar | s7ad] s, T :
| ability _,,.ym%.' * O IS IR KA I i

- fillingriess to Accem: W ;;;';: 532 | 1732 1o 7ka | 1720l 173l eodesoizl amon
- [ponstructive Criticisn Y/ 13" qR| % 2/6% _1/ W 3% T "'-3/107.‘{ |
Ptherst . peee 1/3% 1/3@‘Q..fs;s;s;-n;,.--.-57;.,+;.-4-; ..... \-.;.J;i}f i
‘*Examples of "other" responses Hsted by managerss "nnderstandxng of news mvoiverrsnt;" and,
"legal libel knowledge; etei" ] a

o 120 Success characterlstlcs for news persons




.3;‘\Number o Reapondentss am(m) Nunber q‘f’f i@bﬁ;néaiaﬁaaﬁfé'.’i‘z‘(za%'j' .

atamants‘—? ﬁ:aracteristieé[ff N
or Success (fong-Tera | .
- Employmerit) Announcing

 fommunity Involvemént -

o %ggresaiveness C ‘j.ab;-..'”""w it

i Responsibtlity/hependabiiity /108 |6/15% |
:Efﬂ;ﬂ&tﬂﬁ/ﬁﬁdiﬁﬁtiﬁn k~ 7- ! ;
'1Qua1ity of en-a;r Delivery  |in/seds/1o6) 4/13d] -

E5 W.p.. Typing Abillty. ;

‘_;-__

nderstanding of FCC-
ules and Reguiations 1

| ;Copywriting-Ability

;[u

| Effectlve Operation of - h

"’f*'Broadcast Engineering },f
| Knowledge - |
g Quallty of Proguction . . |

‘«?Bepth of Awarenegs‘ofi“;ﬁ
Competitive Media ™ .
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o *Examples of "other” re i T Q:;_xdvby;@ahagere?afﬂbne

13 Success dh@rac o4 th amnouncers. A




Number of Reepond nteu 36(70%) Number':ef Non-Reepondenteu 13( 30%) , -

. a.
. i S VI
— e

Ftatements. of Characterieﬂcel,‘ . |
or Siiucess (Long-Tern S Priority Rankings hy Menagere |
1et 2nd er uth Sth 6t 7th. Bth St 10th K

mpioymﬂnt) Saleueme"*'e-g“ 18
J lEoﬁmmuni‘cb! Involvement (7 -;335;:;37” '3%1-0;; 1/35 ‘P/13 3/105 7% 5/175 |
hagresatvensss i | /108620733 18 | /100 /3% | /38 | 4/ gopespeeememee
| | Rpeponsim1ty/napenda5nite’j‘,;./5‘3;15/15;5/{6;:]22# 18] o] 178
nitativo/atiostior ___|3/0471 | e e R
- huaﬂty of Gn-&ir Delivery maas ;'::‘;;'?}“*'f'*f";i:;’f‘f‘iv
| ..L25 WPl Typing ibﬂiw I- v;-?---t-~-f-’?~.%4;:i4;:%ﬂ"""'."h.!:\.
U Dnderstanding FCC and FC /38| 1/ ;;yme ?'.;,-)E{_._:,;.*f’:'f,f*“' 376 §

ceexs e oy

----------

| ?eeppique o ,.vg;, , 5‘ B j’.j'-\};.t-f' e s“, : -
o e ; e b ’3(1'{:;3/1019/1*% A
B et o e e e
e if;dﬂﬁﬁ'éiﬁfﬁﬁeef REE e e e " -.'._'.--.,;.-;; i

ot foi B R e i e
Gthers* e :72/7%};;";""'"";"7"&";’ -..i1.--...I.e‘..--..;.'-‘.f.'.'._. fommind 7"'"'""_"" o

- o - 2 f

< f}es and Ragulatione | B Y~ e R
v g ity ot oV |- 3idp/os]
' ...‘.?_' fi L‘“ e v 1|| _‘._‘., ‘. l‘ ’ ._L e
ffective Operation of* '- O O il § I -
: L R . 1 RO L
‘[Broadcast Equipﬁnt 8,. B R P i e SRR o
o . ' ‘* ‘—’1“ . 4 : -‘ ":.‘ Y RS B o
Quality of, Production S IRE P g 17, (e M VY ;

/ ,

235 ’ *Examples of "other" réspongee lieted by ‘93"3891'9' "selee ab]citude;" a.nd. "ability tD meet |

sales quoias." o o S
| Nﬂ; Success characterlatios‘ for sales personnel : | 23&




. Number- of Non-Responﬂdnt!% 8(1957

'-,;”f"Numbcg,or Rcspuﬁdants: 35(81%)
:: I Rldio St§p§pn
B "Armeanitng
N
o VW!T; Clerical
s“ - Others* 71'/3% ﬁ‘;;g;iffiﬁif
*Examples of "other” responses listqghpy managerstd"combo.;;:;
| ?33“’;22?{2’3?2?ﬁrilﬁi‘f%?‘éufiri§ f§22231%°e~“8;°"'i,m' TEeds

- 45. Radio Pogitions?mdéi difficult a1 i

L . 5-'*-;'.-.__-;'-'5?:. = ’
_ Numbe ,of Non-Respondents: 7(16%) L R .357,‘3"4
" Number of Qﬂﬁpéndents:' 36(8H7) P '/' e

; .a-vnn-‘...,n e

P

Radio Station o - Priority Rankings by )
——— Vocations- -1t 2nd

mﬂl??S%nGQrins T |2/%% |3/8% 2/6%
- ,i/j%,;«z/’é% 5/1u%

- |8/22% |

. 15/@

¢ " 'i/%% .‘;-::i:i::-:;;i;fjé_7"""';:7 - =

*Examp ieS'of "other™ responses tisted by managers:
Smal turnovér.f- ‘ _
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TOTAL SURVEY RESPONSES -
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. TOTAL SURVEY (AI:.L MAmee'Ts) RESPQNSES. g

" Every commerc1al tadio station in Illinois,~indtana, Iowa,_"'

. Missouri and Wiscpmsin was surveyed (697 stations) and 375

‘stations returned the survey instrumqngafor a- response rate ..

of Sh%.% .
) . . i . - : ) .
1. The number of. years of fall- time,radlo s%ﬁtion employment

in which respondlng managers were. engaged:

A. Less:than 2 years 3 (1%)**'ﬁ‘f . R .
B. 2 to 5 years 33 (9%) - _ N i

C. 6to 5 years bb (128) -

. 'D. 10 to 15 years 75 (20%)" e L
*E@f More. than 15 years 218 (58%) _

2. Age at wfich respondents be came station/general manager:

}
A. Before age 25 46 (12%) 7479LW;'
B. Between 25 and 29 years of age 106 (28%)
Between 30 ‘and 34 years of -age 88 (24%)"
[ D- Between 35 and 39 years:' of.agé 66 (18%) ..
- Between 40 and 45 years ofwage 39 (10%) ; .

F. . Beyond age ks -30 (8%)
3. Length of time respondents have been a station/general:
T manager __— o , : o -
“A. Léss than P years 76 (20%) | AN I
' B. 2 to 5 yeaks 88 (24%) I : . .
C. 6 to 9 years 65 (17%) :¢V— . Py
D. ~10 to 15 years 58 (15%) B
mE.f_More than 15 years (24%) - . ' E
:‘45 Respondents primary area of rad fexperience, prior .
“  to ‘becoming a ltatlon/general erx . '
. Ao Sales 1t;9 (t;oy) o s
- B. rogramming 48 (13%) 7 s o ‘.ffi' c -
© .. C.. Announcing 17 (4%) - : _ “ o o
- . D.. Production 3 (1%) L . T
. % ‘E. News 17 (t?) e ‘ : e S
.+ F. Engiggering 19 (5%) S LA
'G. Bdokke#ping and Accounting 10 (3%) - L
H. “pEger.{includes combinations,pf aboveﬁareas) 109 (29%)
TGN Resgtm#e 3 (18) . o SN
5. Att’g} : ;at‘?. college/university:
‘ ) “F ﬁ”w
'4°*,"A- Attendéd 39# 6317),,,7, T ’
_' . Di%@g;ﬁ attend 71 (19%) - o e

*AM and EM stations, oﬁned by the same company and operated
.under the direé&tien™ of;tHe same station/general- Manager,
'@ were counted as onlyWone station for this survey-

##Thé' firdt number i the total number, of marisgers responding
. a8 indicated in each duestion, while the ‘sécond number is the

S _SsitVevwia Y M_=eid M8 WwIE S



6. Des rlptions of responding managers higher educationez

- A. S‘tudy m broadcasting but no jegree ea:rned 24 {6%) ’
B, -‘Séme college gtudy but no degree ea;rnevd 69 (19%) s -
C. .Two-year broadcasting degree earned 4 (1%) L
D., Jwo-yeéar degree earned G (2%) -
B [ Four-year broadcasting degree earned hﬂﬁlz%)'
*Four-year degree earmed 109 (29%) R
J7 Graduate degree: in broadcaetln earned’ 7 (2%} S e
& ; J’Graduate degree earned .19 | ?7777 -
)‘Gradnate study ,but no adva.nced degree earned 19 (5%)

A; Ponse 71 ( 9%)/ .r‘; L ,r_-;.
g - o ’, S ,,1\ )
777777777 *ﬁg a cﬁe _e,,sr,)nnivernty e
ST your waresr? ¥ |
e | ,

' é’; leyegs on staffs of respondn:ng RS
an raﬁio staig_.f.bns: o S

AR F I O Y
A.. ?ewer fl:han 5 erégns 12 (tp%) b

a7 -B. 5 to 13 pers‘ﬁns 175 (47%) % .
ey &,Nf l& to 24 persons 11?: (30%) " .
.Dsf 257to 4O persons. 51°(14%) .
BV ure than 40 persons . 17 (_t&%)
};“ 7o Regponse (3 (1'%_) :
.,Questn.ons 9 through 16 are summarlzed in fbll-owing pages. -
1;7 Average weeiﬁ;y sa:lam.ee fs"r: Engineering employeesz *
" A:' "Under $150.00 per week 47 (13%) - - - . . o
B. Between $151.00 and $200.00 weekly 54%1’-&%)
. Cs ‘Between $201.00 and $274.00 weekly 86 (23%) - - -
4 D. ..Between $275.00 and $350.00 weekly 80 (23;%) : i
E. -Between $351.00 and 24.00 weekly 33 (9%) . :
F. Between-$425,00 and $500.00 weekl (3% ) ey
G.';More than $50Q 00 per week .7 (2%? IR S
H. No Response 55 (15%) ‘ S
18; Average weekiy salanles for gws empleyees: :
A. Under $150. 00 _per wesi 7% - |
B. Betweén .00 and $200.00 w Yy -
C: Between ) and $274.00 weekly 142 (33%) ‘
D: Betweeh 0 and $350.00 weekly 38 (10%)
- E:. Between and $424.00 weekly D5 (4%) -
F. Betwéen .00 and $500.00 ,weekl L (19) .
G. More than $5ee.oe per wee; (19' o
- ''H. No Responbe 3“— (9%) = « ’
g . * _ e «k ' 7,:’5 - . o -




i

195

;iéiq Average weekly saiériés for announcing employees:;

AL Qnggp”$1fe 00 per week 2k (6%) , B
B.. Between $151.00 and’ $200. 00 Wéekly '1&# (38
C. Betwéen $201.00 and $274.00 weekly - 1367(3§
D. Between $275.00 and $350.00 weekly 29 (8%

E. Between $351.00 and $4¥2%#.00 weekly 13 (3%)
F. Between $425:.00 and $500.00 weekly 3 (1%)
G.. More than $500.00 per week“ 10 (3%) :

H. No Response 24 (6%) - .

. ’. e

" 20. . Average weekly saiaries for sales employees (not -"°'];
. including commlsslon): ' , '

A. Under $1;

O per week - 69 (18%) -

B, Between $ weekly 86 (23%)

C. Between $ » weekly 62 (17%) ,
D. Between $ ) weekly 40 (11%) .
- Between $3 an 0 weekly A3 (3%) . -

25 00 0. weekly 7 2%y .

re

G. Mope than $500.00 per week 18 (5%)

. E .
-+ F. Between

- G
H. fNo Response 80 (21%) ] D

S 21. Average monthly comm1381on pa:d tbrsaiés émpibyéé§{

[

A, Under $300.00 per month ' 29 (7%). . - ”,‘// L

B. Between $300.00 and $50&:00 monthly 62 (17%) / .
C. Between $501.00 and 8%%%00 monrthly: - 68 (19%)
D. Between $801.00 and $1 0,00 monthly 104%: p
E. Between $1,501+66 and $2;500. oo monthly 59 (16%)
F. More than $2 500.00_per. month ‘18 (5%) :

‘No Response 35 (9%)

22. Do you give serlousrconsxaération to a- eoilege degree
: When,hfrlng radio station pefsonnei° )

A. Yes 218 (58%)
B. No 1b4s (39%) :
C. No Response 12 (3%) .

23. Do you give more cggs;gggajion to a collége . dee

radio and television. than a college degree in bmé
- area Fhen h;rlng radio: statxon perso i” *

A. Yes .163 (hb%)
B. No 204 (54%)
‘C. No Response 8 (2%)

S S radlo statlon personnel9 i i e
A. Proi’hsiona;7nggg§gsffﬁxper1ence“ 218 (58?) .
B. College Broadcasting-Degree. 3 (1%) Lo v
§ C. Beth considered equally 119 (32%) .
o D. Naither is .an imgjﬁgant EBﬁsider&tion 25 (6%)
, ~E. No Response- 10

. v ' - - ’ A : ‘?ﬂ o
T LAY . L -
O RR R IR 258

AN




e . . T o n CeeLnn
i ' 5 N *”?"i?'»‘.';.. e .?' e ‘ Coan
25% w,bst,;S, %he oge plece of advice you would-give a permeh .
-y who is interested in succeedipg in radio today? ‘.- S
_ g‘fwff from Ma p&ﬁResEenses S ig[ ‘_ o *
5 A. Be willing to. accept constructive criticism.;gu o

E B. .Gain experience at a commerciel radio station.”q.

: c. Learh and ' gain experience in a small radio station. :
"improve your’ skills, and prepare to move to a: largergﬂ§
-radio station., R - . Lo
+. Y 7 o ' ' ° v
D. SpeCialize in some area of radio. if your plans e
\ - ineclude a deSire to work in:.a. maaor market radio ST
station. i . o . CeL T
* . : B SRR R A

Set career goals. and. develop a plan fachieve them.

el .- D. ;
Alwayifdesire to le f“‘ RERE ' =
_ 'Always try to cooperaté'ﬁitﬁfgb-workérs. "
, - H. Get a: 1iberal arts degree in- college with
- ooncentratgpns in marketing or business and
: v broadcasting. o ] o - o .
- . ' ' : .
I. Gain understanding of radio through experience T
. in many facets/aspects of radio beginning in a .
f small station.- _
J. Get a college education. =~ - 7 #® ;f.t_lm;t&*f
| o ' ' ) G
. ~ o % ’ L o e‘ *
5 a7 ‘i;_. '
- ’ N
Lo : :
7 3 73
[ L ’ .6’:
' s o -S
\( j ;‘1‘— ;
s S .
255 ;
B . ‘\.




Gridinal Euitiple Priority Rankin”i :
' Ordinal Singie. Prierit”rkanki”“é _

94 Entry-ievel radio sEtiis for news persennel: ]
IR ”;7777? 't . LT Do . . :“7.7-_ -
1. On-air delivery 133 ,

e .~ Newswriting C2;k2 "

3 = © Others* 2,77 )

LA News gathering - .2:83 -

J o 5 Interviewing technlqﬂb 459
6 < "Ability to operate ° ~'5;95"
o - _broadcast: egulpment R
7 25 w.p.m. typing --- - 8409
- -proficiency ' R
- 8 Production technigue 6.26
-9 Understanding of FCC 6.96
o -+ Rules and Regulations R
10 - - Awareness of competitlve 7;86
o “media
11 3 'Knowledge cf ratlngs . 9 #9~777
o R AN o "NQ
105~-Entry-1cve1 radﬂc Skllls for announcing personnel:_
' Rank~ Skll;é' ;—mf——Meanfvalue ' T .
.t r . -
1 On—alr dellvery 1.20
- 2 Ability to operate: 2, 8#' '
.  broadcast equlpment p
-3 * Others* ' 2r9”
> 4 Production technlque . 319
50 Copywriting es 1 BI19
6 Understanding of FCC 4.39" ,
B Rules and Regulations L e
7 Awareness ?ﬁ competitive 5.18
8 6 g;dcast ‘engineering 6.56 ,
.9 Knowledgc of ratings " 7.25 s
10 . 25 w.,p.m. typing 8.32 =
proficiency 7 :" o
11, vEntry-level radlo skills For salés personnel:
: ) : L , AL
Bgnk~ — ;:FSV~V 7 Mean Value
1 z techmique, v .59
.2 o ? 1.6 -
7 N cf-ccmﬁg'itive;' 2.91 ;
Sy 3 .. 3.8
5 e . - 526 -
e 6 5}35
#
. ? "'5 72 ru -
3 ‘ : D
8 . Avility to opératé , 6.69
- broadcast éQuipmént wd ,
9 On-air: dellvary 12 v
R T ;‘@ -y ' é ' g
o : . . \"j




.15 )

Radio :md

Rank

.

’

i

'fECharacteristies4——————44Mean4¥aiue-

\D O |

10

N O EW R ]

competitive media

Copywriting ability ¢
Broadcast engineering knowledge . 9.02

..8i81

Quality of on-air delivery . 2 31
Responsibility and dependa 1ty 2. 88f
Initiative and dedication,\. 92 -
Others* _ LI . 88
Quality of production techniqueﬁy 5.27;
Ability to operate broadcast i #5

~ gquipment effectively
Witlingness to accept’ T 5 8£W
cpnstructive criticism "]', T -
Community involvement - o 6. 34

; Aggresszveness S T . .o7.10
- Understanding of FOC ' ST 79“
Rules and-Regulations - -.gg. .

Depth of awareness of . . 9.47

T

" Others* 4 ' 2:81 e
‘Responisibility gngfgepgggabiiity 2:93 .
Initiative and dedication = - 2;68 .
.NeWSWI‘i’t Ibﬁm s H4eB2
. Quality:-s 9Eir delivery,j:_a BLISE
AggrESsi Aeg 5:17 =
~ Depth oF news.: gathertng posl 5: 54
'~ Community involvement =" - 5:8
.. vWillingness to accept * * . 6:92
. constructive criticidm .. % ‘
Interviewing technique quality 7:09 .
Understanding of FCC . = 90
gs and Regulatione - Lo
Jm., typing proficiency - TT T
Ability to operate broadcast . .
equipment effectively - - 9:18 - .
Depth of awareness: of 927
competitive medig 5:;,,7 R
Quality of production technique : 9*&2 '

Ty characteristics for success or, 1ong-term
empioyme t ef announcing personnel:

v



_xf*'~.f19§ff;_“

e - Fa

1h§“ﬂaadio industry characteristics for su:"
. empioyment of sales personnel;. T

Rank Characterlstlcs' * ' 'Mean Value

SO - _~6thers* . T 2.00
Y - Réépoﬁéibility and dependab;lity 3.18
© 53,3 . JInitiative and dedication - . 3.25
SANANN T Aggressiveness. T x3.26 -
. 5 Creativity of _marketing - ST 1 SO
: - strategies and techniques . 7 £
6 Knowledge of current marketing 7
techniques. , o ky7
7 Community 1nvoivement o : 5.31 i
8 Dépth of awareness of . 6.25 L
N -compe titive media. . . . L s
9 ,Willingness t 1clept 6.7
. " constructive criticism o
10 . Copywritjng ability ° . 7455
11 . Understanding of FGG/TTG T A
Rules and Regulations = . . © 8.96
Quality of productxon teghntque 9.5
25 wip.m; typing proficiency 9.6
Quality on-air delivery 10:15 . ,
Ability %6 operate broadcast 16559 ﬂ;i:-
i‘;,. equipment effectively ' :

iS; Radlo statlon vocatlons ﬂbund most diffioqlt to fiii:

&MFfﬂ&E&@;7M%n%@§ «ﬁh*i
. o - . v Ex
1 Sales - 1:75 R
.2 Other* - 2,00 .
® .3 . Engineering . 2:38
o 4 . News o 2475
- § - Annoumnci 3:18 - ¢
6 Clerioal L 4;6i .
16 Radio statlon vocations whxch moSt frequentiy must be o -
filJ.Ed:. .z LR v S
. Raak——f4¥oca$;on4f44Meaanalue7 )
1 Otherf,oﬁ;r"".i 00 -
, .2 - Ammouncing? 1.63 e
3 - . Sales 227 L
L News . - 3,00 .
5 Clerical® 335
6 Engineering L.37

#See ind1V1dua1 questlon summaries ‘in this section for a

1lst1ng of specific "pther" responSes.

”’fs or 1ongrterm .5f

L



200
o . : N
714 "Radia industry characteristics for ‘succe ’r{lbngatérm;fﬁ
empioyment of sales personnelv,v: S T R
Réﬁifc eharacteﬂist cs - ‘Mean Value
) .
1 ~Others#* 2.00
2 7 Responsibility and ésgegﬁabiiity 3.18
2 !ﬁ ?Iggg;gyigg;ggg dedication ‘ 3:25
'L 7 Aggressiveness ‘ Zi26
5 Creativity..of marketing 14
Y strategies and techniques = L
6, :Knowledge of current marketing 7 =~
- technigues : . L.47
7~ Community 1nvblvement & 531
"8 . Depth.of awgreness of . 6.25 .
o Qompetitiv nedia @ o L
-9 'Willingnegs to accept .. . Dt 6,717
- constructlive. oriticism. ‘ﬁﬁf'-‘ _
10 * . Copyw g ability. : . 7.55
11 -Understanding of FGG/FTC ' o
~ . * Rules and Regulations - _ 8.96
S 12 o Quality of production technique 9.5 -
. .£3. - 25 we.p:m. typing proficiency 9.6
th. Quality of ortair delivery, 110135 ‘
15 ., Ability tp,999§§tg,broad st « 1 10.59
s equlpment effectxveiy 3 ,

5 Raalc stat;on vocations found most difficuit %o fxiix

5g§gjAggiscatian4444Mean4¥alue

1 ~Saleg .ﬁpj. i;?j: ;%5 :
2 7 Other* s ° 2.00° =
-;2 : Eng;neering 2.38
! + .- News - T 2,;75
5 . '»Announcing 3%18
' 6 | erical . ,#;61 R o
o B r' T ' o S i
16 Radio—statlon vocations whlch most frequently must be
fi;fl:led: T : n
. 3 _
Rank Vocation Méag vValuée . . BEeT
RS : - BN B ’
1 Other*, o 1:00 0 TR
2. Announcing . 1:.63  °
3 ' . Sales - 2.27
b News ' 3:00
5 < Llerical 3;35' L
6 E 1neer1ng L:37 - .

"See 1nd1v1dual guestlggﬁsummgr;ggfinﬁthis section for a
llstlng Df spec1f1c "other" responses: s

0
8 - N o . o C
. - L
. v - - - w1l
. o ; : H

. 28;
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4l
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"""" ”T?L - e arer PR

-'f‘a;,:..;;:?;"'\-, oy Eriurity Rankings By ﬁanagars ?"‘-\-‘

18t an drd Mth Sth o 6th 7h Bth o 10tl1 C

bh-air Delivery b0/ /16#?3/22@6/%% 11/5% sizi 1% ,1_1‘.33-';'--,;::?_—*:5;
Nevowiting s us0/ sty e /v e [e/.on| o/ e -
RS v tng avidity | 918 [9/36.10/56 /108 nz/nmmf“}/u Somr/ M|
1—- — : N S ,_A — N (SN t = ,‘ }b_
3322:“23‘3"%&&&?‘3& 13 18 {178 1/ 38 e L U L
?P?”Et;g;‘pggnﬁm";?t | 17/5% /56 | /e8| /o 55{17%271?&37/10513/5 |
froviedge of Matings  Lereeeooorr{-2/. 10/ TA[1/. 118 | 16 |12/ 2/17¢136/;6% |
brouction Tecnime || /26 | /28 |13/ s8|Gehsy/feg oo TRk B

N e T A o eI 0 o s K B e
zf';:(}ompetitive Nedia Avareness  1/.3% |2/:7(5/26 |1t/36|12/% 25/4p3/% 56/‘15&72/1 it/
"ﬂ"\lNews Gathermg Abihtyj 99/23?’462/ 174 62/ 17 39/1,0%23/6% 15/4% 8/ 2% 5/2% 2/ M 1/ 37f ;
 Dhess’ 25/78 | 5/2% | 572 _' 2/'%7"9% ------ R T BT

*Examples of "other". regponges listed by managers: 'be the best;" "good., sense;" "saies;"
"understand statlon policy{" “a person who reads;" "knowledge of slander, falrness gutdeh;nes;“ |

"knowledge of zovernment;
think clearly under. pres

law;" "cogmon sense (" "1ntegr1ty;" "local community awareness;" "ablllty to wmte;" "ablllty
10 take T structlve ci‘tlmsm;" and. "readlng ablllty " .

‘;‘ _9

"desu'e to improve;" "ability to dea] with people;" "ability o
suré;" "business appreciation;” "dependability;" "awareness of the

untry-ievei SkI s for news persons |

%%



- S R e e ‘ o ,J.?v . 3
. T L . B N Y . ) . ?.‘ o - ) 7 ' w 7‘ - e s /. B
) - ‘1’1 P . 5 v ! ‘ l . - IR L g ' ‘. -

] umber of Respondentm 326(87%) Nilmber of ““n'Reﬁpmde"tB’, “m)

‘S‘H v tof Bty —Levei Shll ;- PrioritgRankingygugianageps - -

s an:ﬁigncmg Pergomel § st “ond- 3rd ?N I A 'I"?th‘ 3th39th10th T
ﬁn:alr Dé]_ive& o o !273/8%%‘31/1.- © - C ‘4_ -- 77 _‘.;';f‘.‘..‘-.‘...---....'..-'_‘_
Poppwiiig. BT 1o/3 22/ 78} 7/1\%8/159?1;/131636/11&37/11{”"f. ,
. 5 W, p.m. 'Pyplng Abmty .'__:;.gé_::.:::::':':: /2% 15758 38/12&38/13&2/13{52/1&""i'"»" /3%

A.LAL p—y

e

. Understanding o2 8¢ ez |ouseg T
lhules md Regutaddans [/ 21?/7%f‘*2/137£73/227‘5‘*/26%7/8% 25/58 B/ R0/38 1

I T

nowledge of. Rﬁtmgi:;. MY | /2B /TR B/ 12$§6/ 11%3/ 16%6/ aom/ if |

. Broadeast Engineerlng N = AL Z?JEB/ L, e, 7'8/1%2/1%2/i%/ AR
/68 7/2%45/2% | 5/7% ,,----y--,iZ. |

% VProductwn Technique 12/ 749314t
Competxtxve Media Awarene;as a/ ;?%%/é%_ W/i% 33/10%#1&/13%';&/”*&7*/1%6/%32/10% '&/2% -
"mmm*f;tﬁ vg,aﬁ%ﬁn»yn:y% ﬂ?ﬂW%-vf+V3h/%*V%,°;-

| ,*Examgies ‘of "oth‘r" responses igted by mana@rsc "produc\flon del iverys" "readmg ablllt!l" o
.. "willingness to learn;" "fle}(lbllltyl" "{fiterpersonl” communication skijls;" "self- . -
. ‘motlvatlon,", "preparation of show;" "ability to:accept d1rectloﬁ and c;*itimsm‘? VL

| 1n people;" "bas1c llberal arts skllls.", "1ntelllgende;" "personallty and’ g

10 Entry—level skiﬂs for announcers | I
é‘ . ;/ ' 6" - ;tﬁ ‘
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Ear B . o T
Number of'ﬁeepéndent;:j?}7(85%) Number of Non-Reﬁpondente: 53(15%) s

JemumMofMWyMWIRHM; o l pf-tyhmm@bymm@m”;fh
‘ i, Sales Personnel . [let  2nd ,_Brd hth  5th 6th 7th Bth 955

en:m {)elivery 5 % |5/2% :‘1}/3 /87 37/12 35/119%2/20
19/154(83/ 26750/ 13/ 1 089/ 3% {4/ “%,E/fffi’r/-:s%-ﬁ?%u:';f

1otmx~_ :

L.

forvwiting re
I 7 . T e P B .

‘Understﬁnding of FGG/FTG T S W I AN .
V,Rules and Regulations . 5/2H|8/ 3 7 “6/15Fﬁ /1“41, Vg

Operation of Broedﬁaet ” e nE ’f?li
| gquipment - |7 /BLM/u.

Productxon Technique

Competitive Media Awareneee

-Market1ng Tecﬁntqﬂe _F e (K . (i) 0 PER | L : .

thers* 4  ‘ o 1 o '.I-'?9/255?ﬂ;9%i;}3/“%f5/?% 2/-7%‘*"":'f';"PI:"("’;L"j:ff”%i
I - ] . R . . M o — L — . —— — ‘-:7 3

"\r\:‘

-*Exa les of "dther” reepeneee lleted by managerec“ "sales ability;" "ablllty to sell;" *
. "desire;" "knowiedge af ratings;" "ﬁnderstandlng the. basis of,selling;" "aggresslveness; .

~ "sales aptitude;" "se ,-motlvated;” "sales ‘cloging ability;’ "ambition and hustle;” '

%9 think creatively;" "ability to listen;’ "willingness to leatn abou-

- "personality;" "abiliiﬁf

busindss;" ' marketing knewledge," "ability- to know- pedple and llsten;" "salesmanshlp;"

"1mag1nation,“("cree 1y1%y;" and "sales experlence." RO o T o
_ ] ,,e N ..‘«.-‘ - R

P iiiﬁeuﬂtry 1eve1 skxlis fer saies-persons o W o “nwz';f"ﬁ“t>

. F_ ( "n T ' ’ _.., ;.‘ “ : .'Qu_' - .
¥ : : S X
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N .I- . t \ . . ) 26‘# . ;
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D ‘ S .
' t*Examlﬂ;es of “other" re ponges llsted by,managé%ss"cpegaulllty Df
%ﬂhWtommgﬁw ﬁﬁuwam%wu"H%ﬂéwmmMWR

. e fbr 4Sucp‘ég Lon

eristi’és
"lst 2nd

Priority Rankinga byManagqra
3rd g Sth 6th zth sth 9th

o {3

' fommunity Involvement

P o oo gms’ T
i Laguent) News onnel

'36/12ﬁ35/1g%22/75

o |

18/6@;3/8%

I::;:';; { WE—I vsne 85

as/ﬂz:tiﬂﬁ

68—

/nfza/a%

. uss_g;o sibims/Dependabilw 01/34468/23 0/10

N
i R
v

~ ‘, ,_\,;::, 2%. 36 /1 2%}3‘/11{52 7/54(23

.:L:Quality of On -air Dslivetgg 3“/11k32/11%35/12%18/6%f5/5%i' -

25y, P.m Typing Aﬁﬂif ;

o {o7n] ] ss |1

17/6%1#/5%

UnderstandingﬂgEFcc

X i |3/1% |3/
ules and Regulations . ,!.3/;%l /?%,

9/1%'*ﬁ%/5% 7/2#19/6%

| Wewssriting\sbility"

;"'77"21/7521/7%

f@ %ﬂnyﬁIMHnwmg
S Technxque

. il@ualxty of Prodﬁction S ff ;“ ‘
| Technique © @n ¥

; ffectlve Opeiatisn of
'oadcast Equipment

"'th ‘of Awareness ﬂfa‘~

lity L

7J;'»: petitive Media - i X = Sk
Depth Nede satherig '

;sgi.jﬂﬁlllngﬁess to: Accept
’_i,sonstructlve Cglflclsm

o 1“/5% 19/6%29/10%$9/6% 320/

T HDthers* 3 é* 7 "m;‘;

-------

VWM@%?'

mﬁhmﬂ"Mmﬂm"”‘
" "uriderstanding of .-

- the’ bu51ness world;" "pOSlthe attltude;" "knowledge of\thé f1rst amendment, etey" "llb91 -

'QljR\jZ 12 Success characterlstxcs for news persons o

]
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. - for imcess (Lopg-Tggm
 Eaplo ent) +infgounting L

| N %
Number of Re*spdndentﬁ299 80%)

Number of Ncm-Reapondentsn 76(20%)

Wb - » ! ! ‘
d‘ o
l [

| _"tenents ofTaracteriatio

aF r

—

Priority

Wings af Managers f‘.-"'
gl

10th :

g 'h_;"memnunity Invol%ht

* w/sﬂ?/?%

19/5%

37/ ii%

jh/iikzu/ex

:29/19

28/9

4

8% |

1e/ 3%

19/6%

o 2§ ‘n.p.,m. Djping Ability  |--e-r

. Wnderstanding of FCC* .
“[Rules and Regulations ' ?

R
e
4

& -, pl ibill.ty/befdability
o Enttiatxve/Bedicatlon o
ﬁalxty of 6n -gir Beiivery

" Coppirtting bilitys

;"Effectwe Operatlon of
- Broadcast Equipnent

()uqhtyv of Produc‘;mn ]

" Deplg éwaren . of

20/?%

ns‘/enz/nm/wgﬁ% :

zo/ni.f S

%‘8/ 6%

A /7%

H

5/

B gn%]a/n

3/;%;

T

 hs/s

11/10

21/?;% ‘ :’;;; L

ul o ce 31/1@»%28/9%27/9%

Can
-

25/89' /114239

29/10% S

" Knoﬂge L

,,,,,,,,,

;--,;“.‘-vBroadcast Engxneemng a

¢ 728 | 5

Technique -

_3’3/11%

; {. '; “ AR 77"17\::7 7 3 1' .
D5/ L2 R el g O/
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i}

ﬁllngness o, _ccept .
eonstr;,vetive Grlti;clsm

_n’22/n117/6% Eedli Ay

/i3 2/ £ 1/ 3% j
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hstener;" "per§

v

PR |

. *Examples of "othe o espanhé% hsted by managerss "
Ety,“ "posxtxve attxtuﬂe ;" and, p

13 Success characterxstxcs for announcers ';- o

)
. ) , ,
S »

_hg aiong thh othebs.":

' 7tion;" "abﬂi‘ty to relate to.
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Number of Respondents: 29 ?9% Number of Non—Respondentaa 80(21%1 ok

of Success (Long-Term.

"tatfments of CharacterxstIEs B

B nployment) Seles P&rsnmgi,, 1Bt

2nd

Priority Rankings by Managers !
3rd hth Sth 6th 7th Bth 9th

a
1

ot

ﬂ

\ f;?u i

,  Conqunity Involvement“_

56/19 6/6%

.....

4 32/11%42/7%

23/

6/2%

’@ wirffi

- © Bifettive Operatlon of |
Brdadcast Equlpment P :-:, e

' _fu&hty of ‘Produet;on

'f*u‘mggressivaness |
| ;Responsiﬁility/Deﬁendabllity
- Initiative/l)adication
e ﬁual{gg_of en-air geiivery

"y [nderstantiv ROt FIS |, o
. wgniatims .‘:i Y I

Copyiriting AbL]:ity

. ompetltlﬁ% Medid -

" Constuctive Britieism

;”AfFCreat1v1ty of Marketing o
-'.-Strategles and ﬂechﬁlqubs

Knowledge o Current
'barket Technxques

: ethers*

 xamples of "otherﬁ res“"

57428/ 6/ 5% |

*m%

VJL e

|7 2/18f?¢/1 q%su/l %ue/wkzv/gu/s%

N‘u‘---*

- 1/715 g

:‘;65/2

51/ L %51/ 1

/1 .Jﬂﬁ;271

4

17/

1o/7% 4

MWM@

17 7}

5 ¥ p . Typ;ﬂg Ability

f o 1/,3% 1/:3@
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